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ABSTRACT

In the current era, there is a notable level of concern surrounding the environment as a
result of various environmental issues, including pollution, global warming, and the
accumulation of non-recyclable solid waste. The growing recognition of
environmentally friendly products and the corresponding marketing efforts have
amplified the attentiveness of both marketers and consumers. Environmental issues

are of great significance in the modern world and are a primary concern for humanity.

The intent of this study is to investigate the interconnected dynamics between
environmental knowledge, green brand images, and attitudes towards green products,
and how they collectively impact consumers' intention to purchase green products.
Understanding the intricate relationships among these factors is essential for both
businesses and policymakers to develop effective strategies that encourage sustainable
consumer behavior. Additionally, we will be conducting an analysis on the moderating
effect of perceived green risk on the correlation between attitudes towards green

products and intentions to make green purchases.

The data utilized in this study was obtained from a sample of 228 individuals residing
in Northern Cyprus. Based on the analysis performed utilizing the available data, the
findings demonstrate that Environmental Knowledge, Green Brand Image, and
Attitude towards Green Products exert favorable influences on the intention to
purchase environmentally friendly products. Furthermore, the association between
individuals' Attitude towards Green Products and their Green Purchase Intention

remains unaffected by Green Perceived Risk moderating influence.

il



The final chapter of this research encompasses a comprehensive examination of the
constraints inherent in this study, as well as the managerial implications and

suggestions for future investigations pertaining to the subject matter at hand.

Keywords: Environmental Knowledge, Green Brand Image, Attitude towards Green

Products, Green Perceived Risk, Green Purchase Intention, Northern Cyprus.
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0z

Icinde bulundugumuz cagda, kirlilik, kiiresel 1snma ve geri doniistiiriilemeyen kat1
atik birikimi dahil olmak {izere ¢esitli ¢evre sorunlariin bir sonucu olarak ¢evreyi
cevreleyen kayda deger bir endise diizeyi vardir. Cevre dostu iiriinlerin giderek daha
fazla taninmasi ve buna karsilik gelen pazarlama gabalari, hem pazarlamacilarin hem
de tiiketicilerin dikkatini artirdi. Cevre sorunlari modern diinyada biiyiik 6neme

sahiptir ve insanlik i¢in birincil endise kaynagidir.

Bu calismanin amaci, ¢evre bilgisi, yesil marka imaji1 ve yesil iirlinlere yonelik
tutumlar arasindaki birbirine bagl dinamikleri ve bunlarin toplu olarak tiiketicilerin
yesil lirlin satin alma niyetini nasil etkiledigini incelemektir. Bu faktorler arasindaki
karmagik iligkileri anlamak, hem isletmeler hem de politika yapicilar igin
stirdiiriilebilir tliketici davranisini tesvik eden etkili stratejiler gelistirmek icin ¢ok
onemlidir. Ek olarak, algilanan yesil riskin yesil iiriinlere yonelik tutumlar ile yesil
satin alma niyetleri arasindaki iliski lizerindeki diizenleyici etkisine iligkin bir analiz

yapacagiz.

Bu calismada kullanilan veriler Kuzey Kibris'ta ikamet eden 228 kisilik bir
orneklemden elde edilmistir. Mevcut veriler kullanilarak yapilan analize dayali olarak
elde edilen bulgular, Cevre Bilgisi, Yesil Marka Imaji ve Yesil Uriinlere Y&nelik
Tutumun, cevre dostu {riin satin alma niyetini olumlu yodnde etkiledigini
gostermektedir. Ayrica, bireylerin Yesil Uriinlere Yénelik Tutumlari ile Yesil Satin
Alma Niyetleri arasindaki iliski, Algilanan Yesil Riskin diizenleyici etkisinden

etkilenmez.



Anahtar Kelimeler: Cevre Bilgisi, Yesil Marka imaji, Yesil Uriinlere Yénelik Tutum,

Yesil Algilanan Risk, Yesil Satin Alma Niyeti, Kuzey Kibris.
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Chapter 1

INTRODUCTION

1.1 Introduction

Due to several environmental challenges like pollution, worldwide warming, and not-
recyclable solid waste, there is a lot of concern about the environment in the modern
day (Nekmahmud, & Fekete-Farkas, 2020; Shang, & Wu, 2022). The increased
awareness of green products and marketing has heightened the vigilance of both
marketers and consumers (Abbes, Hallem, & Taga, 2020; Alsaad, 2021). According to
the research conducted by Ramli, Asih, & Soelton, (2020), it has been determined that
environmental issues hold significant importance in the contemporary world and are a
major concern for humanity. The main issues facing the environment include the effect
of greenhouse gases, pollution in the air, and environmental imbalances caused by
human activities. The green marketing approach has been brought up; however, it is
apparent that researchers and academicians have not made significant contributions to
the field of green marketing. There exists a widespread consensus that problems with
the environment cannot be solely attributed to consumption patterns (Dhewi, Putra, &

Wahyudi, 2018).

The purpose of this study is to investigate the interconnected dynamics between three
primary variables such as environmental knowledge, green brand images, and attitudes
towards green products, and how they collectively impact the intention of customers

to purchase green products. Comprehending the complex interconnections among



these factors is crucial for businesses and policymakers alike in order to formulate
impactful strategies that promote sustainable consumer behavior. Additionally, we will
conduct an analysis on the moderating influence of perceived risk related to green
products on the association between individuals' attitudes towards green goods and

their intention to make green purchases.

Environmental knowledge pertains to an individual's comprehension of environmental
matters, the consequences of their actions on the environment, and the significance of
embracing environmentally conscious behaviors. Academics have recognized the
significant impact of environmental knowledge on shaping consumers' attitudes and
behaviors towards the environment (Kollmuss, & Agyeman, 2002). Previous research
has indicated that there exists a positive correlation between elevated levels of
environmental knowledge and pro-environmental attitudes and behaviors, such as the
intention to engage in green purchasing (Fransson, & Gérling, 1999). Therefore,
individuals who possess a higher level of environmental knowledge are more inclined
to appreciate the significance of environmentally friendly products and integrate

sustainability factors into their purchasing choices.

In response to the escalating demand for environmentally-friendly products,
businesses have progressively adopted the practice of green branding. The
establishment of green brand images is achieved through a strategic blend of marketing
endeavors, corporate social responsibility initiatives, and open and honest
communication regarding a company's steadfast dedication to sustainability. In
accordance with Chen and Chang (2019), the establishment of a genuine green brand

image can positively influence consumers' perceptions of a company's environmental



responsibility and trustworthiness. Companies that effectively establish a brand image

associated with environmental sustainability can gain a significant competitive edge.

Consumer attitudes towards green products encompass their beliefs, emotions, and
assessments regarding environmentally friendly alternatives. A favorable disposition
towards environmentally-friendly products is a substantial indicator of consumers'
inclination to participate in eco-conscious buying practices. According to Peattie
(2010), when individuals perceive organic goods as effective solutions to
environmental problems and view them as personally beneficial, they are more
inclined to integrate these products into their consumption patterns.

1.2 Theoretical Background

1.2.1 Theory of Planned Behavior (TPB)

The theory of planned behavior (TPB) was formulated by Ajzen in 1985. According to
Ajzen's (1991) theory, the formation of behavioral intention is influenced by three key
variables: conduct, subjective norms, and perceived behavioral control. These
variables, in turn, have a sequential impact on human conduct. A person's mindset
towards a behavior reflects their subjective evaluation of the moral or ethical value
associated with that behavior (Ajzen, 1991). According to Yadav & Pathak (2016), the
Theory of Planned Behavior (TPB) posits that Someone's probability of imitating a
behavior increases as their attitude towards that behavior becomes more favorable. It
is frequently observed that individuals tend to display favorable mindsets when they
assess the consequences of behavior in a favorable manner. This favorable assessment
subsequently increases the likelihood of their engagement in specific behaviors

(Ajzen, 1991; Han, Hsu, & Sheu 2010).



Subjective norms pertain to people's assessments of the pressures of society associated
with either engaging or refraining from engaging in a specific behavior (Ajzen, 1991).
Subjective norms pertain to the perspectives of individuals who hold significance in
an individual's life and exert influence on their decision-making processes (Paul, Modi,
& Patel, 2016). According to Han et al. (2010), individuals may choose to engage in a
certain behavior determined by their understanding of whether essential individuals in
their lives approve or disapprove of that behavior, as indicated by the TPB. Perceived
control of behaviors, on the other hand, pertains to a person's impression of the degree
of comfort or difficulty connected to the execution of a particular behavior (Ajzen,

1991).

The Theory of Planned Behavior (TPB) has been widely employed in diverse academic
fields to forecast both intention and behavior (Chen, & Chen, 2009; Han et al., 2010).
According to Yadav & Pathak (2016), empirical evidence indicates that the theory is
effective in elucidating pro-environmental behavior. For example, the Theory of
Planned Behavior (TPB) has been utilized in various studies focusing on different
subjects such as environmentally-friendly accommodations and caterers (Han et al.,
2010), energy-efficient goods (Tan, Ooi, & Goh, 2017), and environmentally-
conscious products (Yadav, & Pathak, 2016).

1.2.2 Theory of Reasoned Action (TRA)

The Theory of Reasoned Action, proposed by Fishbein and Ajzen in 1975, is an idea
that highlights the significance of individual motivations in determining The odds of
participating in a particular act. This study emphasizes the correlation between
attitudes, subjective norms, and behavior. The scheme posits that human behavior is

influenced by their desire to take action, which is affected by their mindset regarding



the behavior and the effect of subjective norms (i.e., social influences) on the way they
think. According to Ajzen and Fishbein (1980). The attitudes of individuals are
determined by their beliefs regarding the outcomes or attributes associated with
engaging in specific behaviors. Consequently, individuals who possess firm
convictions regarding the favorable consequences that will ensue from participating in
a specific behavior will exhibit a favorable disposition towards said behavior, thereby
enhancing the probability of engaging in it. Furthermore, when individuals perceive
that they are expected to behave in a certain way by others or specific social groups, it
serves as a motivating factor for them to participate in the said behavior (Ajzen, &

Fishbein, 1980).

Numerous studies have employed this theory as a predictive framework for assessing
environmentally friendly behavior. According to Boldero (1995), there exists a notable
correlation between individuals' attitudes regarding the advantages of recycling a
home newspaper and their intentions to actively participate in recycling activities.
According to a research study conducted by Kang, Liu, & and Kim, (2013), there exists
a correlation between people's assumptions regarding the outcomes of purchasing and
the use of natural cotton clothing and their desire to engage in such purchases. In a
conducted study that investigated behavioral intentions regarding the purchase of
energy-efficient products, the researchers provided evidence indicating that attitudes
towards these products exerted a more influential impact on the intentions to acquire

them compared to subjective norms (Ha, & Janda, 2012).

We are going to use these two theories in the Hypotheses Development part to
investigate and analyze the relationship between attitudes towards environmentally

friendly goods and intentions to buy them.
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1.3 The Goals and Purpose of this Study

The major goal of this investigation is to conduct an analysis and investigate the effects
of environmental knowledge, green brand image, and attitudes toward green products
on green purchase intention. This study aims to examine the effects of the identified

constructs on consumers' green purchasing intentions.

e Environmental Knowledge
e Green Brand Image

e Attitudes toward Green Products

Moreover, green perceived risk in this research has a moderating role that impacts the
relationship between attitudes toward green products and green purchase intention.
The study's objectives and aims can be delineated as follows:
e Analyze the effects of environmental knowledge on green purchase intention.
e Analyze the impacts of green brand image on green purchase intention.
e Study the effects of attitudes toward green products on green purchase
intention
e investigate the moderating effect of perceived risk associated with
environmentally friendly goods on the relationship between individuals'
attitudes towards green items and their intention to make environmentally
friendly purchases.

1.4 Data Collection and Sampling Procedure

The researchers utilized the snowball sampling technique in order to conduct this

study. The survey was conducted with a total of 228 participants residing in Northern



Cyprus. The online questionnaire was placed with the intent of gathering information

from those who participated.

The research utilized a poll comprising six sections. The initial five sections focused
on inquiries pertaining to the constructs outlined in the proposed conceptual
framework. The final section was dedicated to gathering demographic information
from the respondents. A seven-point Likert Scale was utilized to respond to each
question. The components employed in the questionnaire consist of the following:

1. Questions pertaining to environmental knowledge

2. Questions pertaining to green brand image

3. Questions pertaining to attitude towards green products

4. Questions pertaining to green perceived risk

5. Questions pertaining to green purchase intention

6. Demographic questions.

In order to evaluate the questions’ reliability, a pretest was administered to 20
respondents. This procedure was implemented in order to verify the absence of any
errors in the questions and to make any requisite adjustments. The confidentiality of
the survey respondents' personal information was upheld, thereby ensuring their
anonymity. The respondents' involvement in the survey was completely voluntary.

1.5 Thesis Structure

The initial chapter of this thesis provides a preliminary examination of the
development of green marketing linked to ecological goods, accompanied by a
discussion of the underlying theories that form the basis for the proposed hypotheses.

Furthermore, this chapter delineates the purpose and goals of the research, along with



a detailed description of the data gathering technique and sampling procedure. The

study structure has been outlined at the conclusion of this chapter.

In Chapter Two, a comprehensive examination of prior scholarly research is provided,
focusing on the topic of green marketing and the key components of our proposed
conceptual framework. These components include attitude towards green products,
green brand image, environmental knowledge, green perceived risk, and green

purchase intention.

Chapter Three of the document presents a comprehensive overview of the research
strategy used for the study. This encompasses the research design, the various stages
involved in questionnaire design, the methodology employed for data collection, the
process of sample selection, the determination of sample size, the approaches to

analysis employed, and the moral factors are taken into consideration.

In Chapter Four, the research hypotheses have been presented and the predicted
connections among each of the elements of the suggested theoretical structure were

discussed.

Chapter Five of this study indicates the comprehensive data analysis that has been
collected. The study employs various statistical techniques including descriptive
analysis, correlation analysis, Cronbach's Alpha stability test, confirmation factor
analysis, modeling of structural equations, and testing of hypotheses. Additionally, this

section gives a full explanation of what came out.



The sixth section deals with the research findings and its conclusion. Furthermore, the
study acknowledges the constraints inherent in the research and provides

recommendations for future investigations related to the relevant subject matter.



Chapter 2

REVIEW OF LITERATURE

2.1 Introduction

Since the twentieth century has begun, more and more research has suggested a link
between greater business economic performance and a comprehensive approach to
environmental sustainability (Halme, & Korpela, 2014). Society's concerns about
environmental deterioration have raised market competition and created new
challenges for businesses to overcome (Andersén, Jansson, & Ljungkvist, 2020; Danso
et al., 2019). Due to the increase in population and in order to meet consumer
demands, the living environment around the globe has gotten worse recently. The
deterioration of environmental systems is connected to consumer lifestyle and
behavior. People have contributed to the establishment of organizations that support
the ecosystem and environmental standards by progressively increasing environmental
consciousness and environmental preservation. These organizations work to prevent
irreparable environmental destruction by imposing limitations on international

commerce (Barbulescu, & Duteanu, 2017).

This chapter's goal aims at evaluating relevant research on the topic of the currently
available research to identify any knowledge shortages and make an effort to close
such shortages. Additionally, this chapter makes an effort to create critical historical
information about the study. This section argues the literature concerning green

marketing and the effects of Attitudes towards Green Products (ATGP), Environmental
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Knowledge (EK), and Green Brand Image (GBI), on Green Purchase Intention (GPI).
In addition, we are going to discuss the moderating effect of Green Perceived Risk
(GPR) on the mentioned relationship.

2.2 Green Marketing

In the absence of a consensus regarding the terminology of the association between
marketing and sustainability, probably, there is also a lack of unanimity concerning the
origins of green marketing (Simdo & Lisboa, 2017). The American Marketing
Association (AMA) created a workshop on marketing and the environment in the
1970s, which is when the notion initially surfaced. A book called "Ecological
Marketing," which was the outcome of the workshop, was published (Henion, &
Kinnear, 1976). The definition of ecological marketing provided by Henion and
Kinnear (1976) is as follows: “Ecological marketing is concerned with all marketing
activities (a) that have served to help cause environmental problems and (b) that may
serve to provide a remedy for environmental problems” (Peattie, 2001). According to
the explanations, sustainable marketing pertains to the considerations and impacts of
ecology and pollution. Ecological concerns were primarily focused on the willingness
of producers to adopt environmentally sustainable practices, with little regard for

consumer demand (Dam, & Apeldoorn, 1996).

The idea of "green marketing" includes a range of initiatives and developments, such
as changes to packaging, labeling, production methods, and goods, as well as
advertising tactics (Podvorica, & Ukaj, 2020; Polonsky, 1994). From the point of view
of Peattie (1995) and Welford (2013), green marketing is the managerial process that
includes consumer needs and desires assessment, anticipation, and satisfaction. These

activities will take place in the background of beneficial and sustainable methods. Due
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to growing problems, it is the responsibility of the business organization to adjust to
the environment's quick changes while concentrating on creating safer goods (Hasan,
& Ali, 2015; Juwaheer, Pudaruth, & Noyaux, 2012). Moreover, from Dangelico &
Vocalelli (2017) perspective, the primary objective of green marketing is to mitigate
any potential adverse environmental impacts arising from the exchange of products,
thereby emphasizing its paramount significance within the realm of marketing.
However, alternative sources provide a more extensive definition of "green marketing"
that encompasses various activities such as initial planning, implementation, and
monitoring of growth, product pricing, advertising, manufacturing, and distribution.
These activities are conducted in a manner that aligns with consumer preferences while
also fulfilling the objectives of the corporation. Additionally, these processes are
interconnected with environmental considerations. In alternative terms, the concept of
"green marketing" pertains to a strategic approach employed by companies with the
aim of mitigating the adverse environmental impact resulting from their operational
activities (Papadas, Avlonitis, & Carrigan, 2017). A feeling of social responsibility and
a willingness to match marketing efforts with those of both current and potential future
stakeholders are at the heart of strategic green marketing strategies. Long-term,
corporate-wide environmental sustainability efforts are the outcome of decisions made
in sustainable marketing (Simdo, & Lisboa, 2017). A change in the customer-company
connection is necessary for a green marketing strategy. To achieve the necessities of
sustainable clients, businesses must develop a product's practical and emotional
features. A significant number of environmental challenges involve consumer
expectations for environmentally friendly products, which are distinct from those of a
conventional marketing strategy. Green marketing is seen as a proactive strategy and

a long-term sustainable objective of the company (Szabo, & Webster, 2021). In order

12



to meet customer wants and achieve business goals, a marketing strategy that takes
environmental effects into account is crucial (Prakash, 2002). As a result, it plays a
vital role in the company’s strategy (Menon, 1997). It suggests modifications to the
traditional marketing mix of "product, price, place, and promotion" and creates
connections with topics like industrial ecology, environmental sustainability, social
responsibility, lifecycle analysis of products, material usage and resource flows, and
eco-efficiency. Green marketing encourages marketers to examine the effects of
production and consumption on society's quality of life and sustainable development
rather than only the internal processes of manufacturing or the exterior processes of
forming bonds with customers (Peattie, & Charter, 2003).

2.3 Environmental Knowledge

Consumers' awareness of environmental issues and our shared responsibilities for
sustainable development are evaluated in terms of their environmental knowledge
(Hamzah, & Tanwir, 2021). Consumer behavior is impacted by environmental
knowledge and environmental attitudes (Wang, & Yu, 2020). People's awareness of
ecology and their eagerness to pay for items that are environmentally friendly are
frequently linked (Awan et al., 2021). Pagiaslis & Krontalis (2014) argued that a
knowledge about ecology is a crucial component of environmentally friendly customer
behavior. Wang, Wong, & Elagas (2020) claimed that Customers' pro-environmental
behavior is influenced by their environmental awareness. A significant correlation
exists between environmental awareness and the intention to make green purchases

(Yusof, Musa, & Rahman, 2012).

The term "environmental knowledge" refers to the collective understanding of an

individual concerning factual information, concepts, and interrelationships pertaining
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to the natural environment. Additionally, such knowledge can also encompass an
awareness of the impact of environmental issues on decision-making processes
(Zainudin, 2013; Rashid, 2009). In addition, according to Wu, Huang, & Teng's (2013)
definition, green or environmental knowledge pertains to the extent of a consumer's
awareness and comprehension of environmental or green-related matters. Based on
D'Souza, Taghian, & Lamb’s (2006) research, there are two distinct forms in which
environmental knowledge develops. The two aforementioned forms pertain to the
consumer. Initially, it is imperative to educate consumers for comprehension the
typical environmental influence of a product. Secondly, the consumer's awareness
regarding the production of a product in an environmentally sustainable manner is
crucial. Concerning consumer behavior, an increased capacity for understanding
symbols is indicative of a greater level of environmental knowledge (Haryanto, Budhi,

& Santi, 2014).

Environmental knowledge encompasses a person's interpretation of their level of
understanding regarding environmental issues. It is commonly believed that there is a
favorable relationship between environmental knowledge and the inclination to engage

in environmentally friendly purchasing decisions (Lee, 2017).

An individual's overall comprehension and consciousness regarding ecological
problems, along with the possible remedies for such issues, can be referred to as having
environmental knowledge (Zsoka et al., 2013). Environmental knowledge can serve as
an indicator of how environmentally responsible a person is, and can thus have an
impact on their attitudes and behavior (Frick, Kaiser, & Wilson, 2004; Taufique et al.,
2016). Consumers are more inclined to perceive environmentally friendly goods

favorably when they possess a comprehensive understanding of ecological issues
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(Aman, Harun, & Hussein, 2012). According to Bradley, Waliczek, & Zajicek (1999),
Students who obtained low knowledge ratings demonstrated fewer positive attitudes
towards the natural world compared to students who achieved high knowledge scores.
In light of various studies, education has been identified as a highly effective approach
to engage young individuals in understanding environmental concerns and fostering
their ability to mitigate or alleviate environmental degradation (Trumper, 2010;
Harring, & Jagers, 2018; Asunta, 2003). Mostafa (2007), demonstrated that an
individual's attitude toward green products is positively correlated with their
environmental awareness, which further influences their desire to buy.

2.4 Green Brand Image

The concept of the brand image serves the purpose of enhancing the brand's identity
and is characterized by the consumer's mental associations with the brand name. These
associations may comprise tangible attributes such as actual experiences or intangible
attributes such as recognition, speed, value, excitement, and reliability. The creation of
a brand image necessitates significant effort and diligence to ensure that products meet
specific quality benchmarks before their introduction to the market. The negative
impact of poor product quality on the brand image can lead to significant business

losses (Lin, 2013).

In other words, the brand image serves as a significant cue for consumers to
differentiate a brand from its competitors in situations where quality features are
challenging to compare (Lin, Lobo, & Leckie, 2017). While there have been
conflicting definitions of brand image in recent studies (Nagar, 2015), it is widely
accepted among scholars that brand image is the perception of a brand held by

consumers, which is shaped by the various associations with the brand that are stored
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in their memory (Keller, 1993). The concept of a brand image refers to the holistic
perception of a consumer, which is generated by a collection of brand-associated
connotations that may come from utilitarian, symbolic, or logical attributes (Aaker,
1996). According to Park, Jaworski, & Maclnnis, (1986), consumers can derive
advantages from the comprehensive perception of firms by obtaining functional,
experiential, and symbolic benefits. In their study, Alwi, & Kitchen, (2014) examined
the concept of the corporate brand image through a review of consumer psychology
literature. They provide a definition of corporate brand image as a comprehensive
evaluative assessment of the corporate brand. The present investigation employs the
conceptualization of green brand image as put forth by Chen (2010), which
characterizes green brand image as follows: “a set of perceptions of a brand in a
consumer’s mind that is linked to environmental commitments and environmental

concerns”.

Some further scholars define “green brand image” as “a specific group of ideas,
thoughts, and apprehensions about a brand in the minds of customers that are tied to
sustainability and eco-friendly concerns” (Bashir et al., 2020). The green brand image
can be considered a component of the broader brand image. The incorporation of eco-
friendly products by a company may be positively influenced by the existing quality
perceptions held by consumers, thereby enhancing the brand's environmentally

conscious image (Yadav, Kumar, & Swaroop, 2016).

Moreover, Previous studies in the field of sustainable business practices have defined
the concept of a green brand image as the environmental attributes that are linked to a
particular product or brand (Bekk et al., 2016). According to Zameer, Wang, &

Yasmeen (2020), the concept of brand image encompasses the collection of notions,
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convictions, and perceptions that a consumer associates with a particular product or
brand. When a product incorporates environmental or "green" elements, it can be
interpreted as a brand with an environmentally friendly image. The notion of a brand
that is environmentally friendly can be divided into two distinct parts, namely the
functional and tangible element, and the psychological element. Both of these hold the
same value. The formation of a consumer's perception of functional and psychological
components is a result of their interaction with a product or brand. The perception of
a particular brand is contingent upon the customer's experience. The green brand image
refers to the collective efforts of companies' environmentally conscious initiatives.

2.5 Attitude towards Green Products

The term "attitude" encompasses to an individual's consistent and enduring
evaluations, emotions, and inclinations toward a particular object or concept
(Armstrong et al., 2014). Chen (2009) asserted that an attitude is a psychological
inclination that manifests through the assessment of a specific entity with varying
degrees of approval or disapproval. It is widely recognized that individuals who
possess a more favorable disposition towards eco-friendly merchandise tend to exhibit
a greater inclination towards the consumption of environmentally sustainable
products, while those with a less favorable attitude tend to exhibit a lower inclination

towards such products (Lestari, Hanifa, & Hartawan, 2020).

Attitude can be defined as the stage to which someone holds a positive or negative
assessment or judgment of a particular behavior (Ajzen, & Fishbein, 2005).
Comprehending attitudes is crucial since it serves as an indicator of an individual's
forthcoming actions (Ajzen, & Fishbein, 1980). In other words, the process of

decision-making by consumers invariably involves the psychological construct known
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as attitude, as posited by scholars in the field of psychology. You can characterize
attitude as a complex and enduring development of motivational, emotional, and
cognitive processes that are influenced by various environmental factors that an
individual may encounter and resist. The attitudes of an individual are indicative of
their cognitive, affective, and behavioral responses toward their surroundings. For
instance, this may include their perceptions of a retail establishment, a particular

commodity, or a televised broadcast.

The notion of attitude towards green products refers to the intensity to which a person
assigns either a favorable or adverse assessment to the act of purchasing
environmentally-conscious products. (Chen, & Deng, 2016). The heightened
consciousness of consumers has led to an increase in the number of green consumers
who prioritize environmental sustainability, health, safety, quality, and social
responsibility when making purchasing decisions (Bryta, 2019). The marketplace for
environmentally friendly products is commonly acknowledged as a burgeoning
industry with substantial prospects for growth and expansion, which can yield
economic advantages such as job creation and contribute significantly to the shift
towards sustainable development (Zimon, Madzik, & Domingues, 2020). Before
making a decision to purchase eco-friendly products, consumers must possess a
fundamental understanding and recognition of the natural surroundings. Consumers
who hold favorable attitudes toward the ecological environment tend to exhibit a

propensity to purchase sustainable products (Witek, & Kuzniar, 2020).

Those who demonstrate an eagerness to get involved in ecological practices
demonstrate favorable attitudes toward environmental issues and initiatives within

their surrounding ecological milieu (Kashi, 2020). Individuals also exhibit a strong
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inclination to believe that their personal actions, such as the consumption of
environmentally sustainable products, can effectively contribute towards the
enhancement of environmental quality (Wang, 2022; Wang, Weng Wong, &
Elangkovan, 2020). Additionally, they are probably aware of current environmental
issues and cognizant of the fact that they frequently stem from environmentally
damaging manufacturing procedures or excessive reliance on non-renewable natural
resources (Felix, & Braunsberger, 2016). Comprehending the process by which
consumers develop attitudes towards environmentally-friendly products is crucial, as
it enables managers to gain knowledge about customer perceptions of their offerings
and devise effective tactics for developing positive attitudes towards their eco-friendly

merchandise (Tang, Wang, & Lu, 2014).

2.6 Green Perceived Risk

The concept of perceived risk pertains to the extent and type of risk that a consumer
perceives when evaluating a specific consumption choice (Cox, & Rich, 1964). The
assessment of potential outcomes resulting from an incorrect choice is a matter of
personal perception among individuals (Peter, & Ryan, 1976). Prior studies have
identified distinct classifications of perceived risk, which include the performance of
the product, social elements, mental variables, physical variables, and time-
convenience loss (Mitchell, 1999; Schiffman, & Kanuk, 1994). Extensive academic
research has been devoted to examining the extent to which Perception of risk serves
as a vital determinant of how customers behave (Bettman, 1973). Perception of risk is
a significant factor that influences various forms of consumer purchasing behavior,
encompassing four distinct categories: complex buying behavior, buying habits,
variety-seeking, and dissonance-reducing purchasing behaviors (Assael, 1998;

Mitchell, 1992). Because of the Asymmetry of information, it is increasingly difficult

19



for clients to determine the true worth of a product before making a purchase (Mishra,
Heide, & Cort, 1998). In contemporary times, consumers are confronted with a
growing volume of ambiguous environmental information while deliberating on their
consumption choices. The observation of consumers displaying skepticism towards
brands' assertions regarding ecological friendliness has been found to have a
detrimental impact on the trustworthiness of the business, in addition to the noticed
effectiveness of the company. (Newell, Goldsmith, & Benzhaf, 1998; Vanhamme, &

Grobben, 2009; Webb, & Mohr, 1998).

According to Chen, & Chang (2012), the term "green perceived risk" refers to the
anticipation of unfavorable environmental outcomes that may arise from consumer
purchasing behavior. The authors also report significant loading scores that support the
existence of such risks. They observe that there is an expectation of unfavorable

environmental effects.

The perceived risk posed by consumers typically relates to the potentially negative
impact of their behavior on nature (Rizwan et al., 2013). The progression of the
environmental era has led to increased awareness among customers regarding the
significance of the environment. As a result, organizations have been directed toward
recognizing the importance of environmental sustainability. Moreover, Many
customers express doubt regarding the influence of their actions on the planet, leading
to an increased perception of risk associated with environmentally friendly products
(Bansal, & Kistruck, 2006). As customers shift their purchasing behavior from non-
traditional general merchandise and services to environmentally sustainable options,
the perceived risk associated with the use of recyclable green products is mitigated by

the intention of purchasing eco-friendly offerings (Wasaya et al., 2021).
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In addition, customers become demanding and the reputation of the customers
decreases when a goods or service fails to deliver the value of environment that is
promised or fails to meet the ecological requirements. The heightened level of
customer threat has led to the decision not to acquire the products. The crucial factor
in the process of purchasing is the eco-friendliness of the product or service (Al-Zu’bi
et al., 2012). The assessment of perceived risk is a crucial factor in the aftermath of
the shortages of environmentally sustainable goods and services, as consumers are
contemplating the notion of risk associated with any purchase (Gregg, & Walczak,
2008).

2.7 Green Purchase Intention

Since the 1970s, a considerable body of research has been dedicated to exploring
consumer behavior in relation to environmentally friendly products. The study
revealed that multiple elements, such as values, beliefs-knowledge, needs and motives,
mindsets, and characteristics, exert significant influence on consumer decision-making
when it comes to buying eco-friendly products (Bui, 2005). Nonetheless, the extent of
research on the subject of green purchasing behavior is limited (Cheah, 2009; Lee,

2008; Tanner, & Wolfing Kast 2003).

The concept of green purchase intentions refers to an individual's tendency towards
engaging in green purchasing behavior, primarily driven by the desire to reduce
pollution. Behavioral antecedents are commonly assumed to have an immediate
influence on behavior. Green intention to buy were defined by Chen, & Chang (2012)
as the inclination of consumers to acquire products that are environmentally friendly.
According to Roe et al. (2001), it can be inferred that consumers opt to purchase

products that are kinder to the environment. with the intention of safeguarding or
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protecting the natural environment. Chan (2001) proposed that the measurement of
green purchase intentions could be achieved through three distinct items, specifically
considering the idea of purchasing environmentally-friendly products, the act of
switching to alternative brands for ecological purposes, and the adoption of green
variants of existing products. Additionally, Rashid, Jusoff, & Kassim, (2009) define
green purchase intention as the potential and inclination of an individual to prioritize
environmentally friendly products over conventional ones when making purchasing
decisions. Ajzen, & Fishbein (1975) posit that purchase intention is a crucial
determinant in forecasting consumer behavior, particularly as it has been employed as

a surrogate for actual behavior (Scott, & Jobber, 2000).
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Chapter 3

RESEARCH METHODOLOGY

3.1 Design of Research

In order to effectively address a marketing research issue, it is essential to establish a
structured approach that can yield the required data or information for resolution. The
term used to refer to this arrangement or blueprint is research design. The document
offers comprehensive information necessary to execute a particular procurement
process aimed at resolving a specific issue, although the approach was established
before for the aforementioned issue, The attainment of effective marketing research
generally necessitates a meticulously crafted research design. A research design can

guide a marketing project in a specific direction.

In general, a research design includes the upcoming stages: (Malhotra, 2007)

* (Clarifying the information that is required.

The three basic categories of the research phase are causal, exploratory, and
descriptive.

* The process of determining the scaling and measurement.

* Conducting a pretest of the questionnaire.

* Provide details regarding the methodology of sampling and the length of
selection.

= Developing a comprehensive approach to conducting assessment of data.
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Most often, a study plan gets classified into two main categories: exploratory and

conclusive, as illustrated by the accompanying diagram.

Research Design

v v
Exploratory Research Design Conclusive Research Design
v
v v
Descriptive Research Causal Research
v
v v
Cross-Sectional Design Longitudinal Design
¥
| v
Single Cross-Sectional Design Multiple Cross-Sectional Design

Figure 1: Marketing Research Design Classification; Source: Malhotra (2007)

Initial objective of exploratory research is to facilitate comprehension of a specific
issue. Exploratory research is utilized when there is a requirement to establish a clear
problem definition or gather additional data before developing an approach. Research
designs that lead to conclusive results are categorized as either descriptive or causal.
Conclusive research is characterized by a higher degree of formality and structure
when compared to exploratory research. In this type of research, samples serve as
representatives of the population and form the basis for data collection through

quantitative analysis.

Descriptive research is commonly utilized to clarify current phenomena. In this type
of research, the primary focus is on the absence of variable supervision by the
researchers. To clarify, the researcher assumes the role of a journalist and solely

documents current or past events. Descriptive research comprises the identification

24



and analysis of facts and surveys. Descriptive research can be categorized into two

main designs: cross-sectional and longitudinal.

The cross-sectional design is a frequently utilized approach in conducting marketing
research. In this procedure, data is gathered on a single occasion from each factor
within the population of sample. The cross-sectional design can be categorized as
either a single cross-sectional design or a multiple cross-sectional design. A single
cross-sectional design is utilized to gather data from a sample within the target
population at a certain juncture. The multiple cross-sectional design involves a single
data collection event, but with at least two additional samples taken from the

population.

Longitudinal research designs involve repetitive assessments of one or more samples
over time, as opposed to cross-sectional designs. Similar to descriptive research, causal
research requires a well-defined plan or structured design. Its primary purpose is to
examine the causal relationship between variables. Frequently, it is utilized to
designate the causal factor or the variable that is independent and the impact, which is
the dependent variable. (Malhotra, 2007). Causal research can be classified into two
distinct categories: qualitative studies and quantitative studies:
= (Quantitative research aims to evaluate the connection among parameters. in a
population and determine how one variable affects another (Altinay, &
Paraskevas, 2015). Quantitative research is founded on the measurement of
quantity or amount. This is applicable in scenarios where quantity is a
determining factor (Kothari, 2008).
= The primary objective of qualitative research is to gain an understanding of the

contextual factors that influence behaviors and phenomena. The focus of this
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study is centered on emotions and personal experiences. Its methodology
involves thorough examination, which encourages participants to share
significant insights based on their unique perspectives, rather than adhering to
predetermined parameters set by the researcher (Altinay, & Paraskevas, 2015).
Conversely, qualitative research pertains to phenomena that possess qualitative
attributes in the context of inquiry. This includes phenomena that are associated

with or implicated in any form of quality (Kothari, 2008).

This study employs a descriptive research approach to assess the influence of
ecological knowledge, attitudes towards green products, and green brand image on
green purchase intention. The purpose of this dissertation is to elucidate an issue in
marketing and report on current occurrences without controlling or supervising the
variables. A survey was utilized to gather the necessary data, which is a fundamental
element of descriptive research. A type of descriptive study known as single-cross-
sectional includes collecting data from a singular sample of the general population at

a specific moment in time.

The study's findings are presented through numerical data and statistical figures,
indicating the use of a quantitative methodology. The target population for the present
study comprises individuals residing in Northern Cyprus, from which our sample is
drawn. The form of sampling utilized for the present research is Convenience non-
probability sampling. The selection of this method relied on the consideration that
there may be variations in the probability of selecting individuals from the target

population. In addition, convenience sampling was considered suitable as the sample
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was chosen based on the ease of recruitment, rather than aiming to accurately

represent the entire population.
3.2 Questionnaire Format

A poll is a structured collection of inquiries designed to gather information from
respondents in a formal manner. A questionnaire is typically regarded as a data-
collection component toolkit. A comprehensive data-collection packaging can be made
up of three key components. Firstly, it includes investigation procedures that
encompass guidelines for the selection, approach, and questioning of respondents.
Secondly, it incorporates incentives for respondents, which can take the form of gifts,
rewards, or payments. Lastly, it encompasses communication aids, such as interview
materials, visuals, maps, advertisements, and return envelopes for mail surveys.
Irrespective of the type of oversight, a survey was designed with specific objectives in
mind. All of the questionnaires serve three specific objectives. The following
objectives have been identified:

1. The questionnaire should convey the required details into a collection of
precise and easily understandable questions for the respondent to answer.

2. The questionnaire should aim to inspire, incentivize, and uplift the respondent
to foster their cooperation and participation throughout the interview,
ultimately leading to its successful completion.

3. The questionnaire should aim to minimize response errors.

3.2.1 Indicate the Information Required

The initial stage in the design of questionnaire involves identifying the essential
information required. Moreover, this stage serves as a fundamental requirement in the
process of study layout. It is important to note that the necessary information becomes

increasingly defined as the research or study progresses. Furthermore, it is imperative
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to possess a comprehensive comprehension of the research population. The personality
traits of those taking part have a major effect on the layout of the survey instrument.
The types of questions that are appropriate for housewives may not be suitable for

students (Malhotra, 2007).

Before the development of the questionnaire, the requisite information was clearly
delineated in this study. The study's target population consists of individuals living in
Northern Cyprus, from whom data related to green perceived risk, attitudes toward
green products, environmental knowledge, green brand image, and green purchase
intentions are gathered.

3.2.2 Method of Interview

A broad understanding the influence of the questioning approach on the design of the
questionnaire can be achieved by examining the methodology utilized for
questionnaire administration. During in-person interviews, respondents are able to
view the questionnaire and engage in direct, face-to-face interaction with the
interviewer. Therefore, it is possible to ask questions that are extended, compound, or
diverse. During telephone interviews, an exchange takes place between the participants
and the interviewer, wherein a physical questionnaire is not utilized. Therefore, there
are constraints on the length and complexity of the inquiries. Questionnaires
distributed via mail are self-administered. Therefore, it is important to consider
providing detailed instructions and ensuring that the questions are clear and
straightforward. In computer-assisted interviews (CAPI and CATI), it is possible to
easily implement randomization of questions and compound omitting methods to

eliminate any potential order bias (Malhotra, 2007).
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There exist two distinct categories of questionnaires, namely unstructured and
structured. Structured questionnaires consist of formal, closed-ended inquiries that are
formulated through the investigator. Unstructured polls consist of questions with open-
ended answers that are specifically formulated to elicit comprehensive and
unrestrained responses from participants.

3.2.3 Assessing the Contents

After identifying the necessary data and selecting an appropriate Technique for
conducting interviews, the ensuing phase is to standardize the subject matter of each
question, including its components. Every inquiry within a survey is expected to add
to the essential data or fulfill a specific objective. If an inquiry fails to provide relevant
data for the research, it should be eliminated. In certain circumstances, inquiries that

are not overtly pertinent to the necessary data may be posed.

To foster engagement and establish a connection, it can be advantageous to commence
a questionnaire with neutral inquiries, particularly when addressing a contentious or
delicate subject matter. In specific scenarios, investigator might employ substitute
inquiries in order to obscure the funding or motivation for the investigation. The
remaining content is derived from primary sources and has not been previously
published or disseminated.

3.2.4 Overcoming the Inability and Reluctance to Respond

Occasionally, survey participants have the ability to provide a response to a specific
inquiry. However, they may be disinclined to respond to that inquiry. There may be
various reasons for this, including the need for excessive effort, inappropriate context
or situation for providing the answer, The absence of a justifiable necessity or objective

for the information sought, or sensitivity to the data in question. A significant portion
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of the participants exhibits a reluctance to expend substantial effort in providing
information. Hence, it is advisable for the researcher to reduce the amount of effort
demanded from the participants. Certain inquiries may be deemed suitable in specific
contexts, yet may not be deemed appropriate in alternative circumstances. If
respondents encounter inquiries that they are considering unsuitable In light of the
provided context, they may exhibit reluctance to provide a response. In specific cases,
the researcher possesses the capability to adjust the context of the questions to be

presented in a manner that appears suitable.

In addition, survey participants may be hesitant to disclose information if they perceive
that it lacks a valid purpose. Providing a clear rationale for the requested information
can enhance its legitimacy among respondents, thereby increasing their willingness to
respond. When information appears sensitive, respondents may be hesitant to disclose
it accurately due to the potential risk to their self-image or prestige, which could result
in embarrassment. If survey respondents are compelled to provide answers, they may

exhibit response bias, particularly in face-to-face interviews.

Malhotra (2007), has introduced several methods to enhance the respondents'
willingness to provide the necessary information, which is outlined below:
1. It is advisable to position sensitive inquiries towards the conclusion of the
survey.
2. begin the survey with a commonly used statement;
3. When posing questions, adopt a third-person method;
4. Integrate a query amidst a series of inquiries that elicit reluctance among
participants to provide a response;

5. categorical responses instead of requesting specifics;
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6. By implementing a incidental approach, it is possible to optimize survey design

by strategically placing sensitive questions towards the end. This methodology
involves presenting respondents with two questions, one of which is neutral
and expected to elicit a positive response, while the other is the sensitive
question. This approach effectively minimizes the effort required from

respondents.

The questionnaire for this study has been designed to minimize the level of effort

required by respondents to answer questions, while also motivating them to complete

the survey in its entirety. At the onset of the questionnaire, a filter question has been

included to guarantee those who are not eligible fulfill the study's intended

requirements do not expend unnecessary time and effort. Respondents are given the

option to provide their income level or annual income in a sensitive question. This is

an optional choice to ensure that respondents are not compelled to answer if they

choose not to.

3.2.5 Select the Questions' Structure

There exist a pair of potential sorts of questions (Malhotra, 2007):

Unstructured questions are commonly known as free-response questions. The
subsequent inquiries necessitate responses that are open-ended in nature,
addressing a particular prompt. It is recommended to begin inquiries for each
topic with open-ended questions to allow participants to express their opinions
and perspectives without restriction. This will assist researchers in establishing
connections between these responses and structured questions, as well as in
acquiring a comprehensive understanding. The utilization of unstructured

questions would enhance the efficacy of exploratory research.
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= Structured questions are those that utilize a specific format to identify a group
of response alternatives. Structured questions include Likert scale, multiple
choice, and dichotomous formats. This study employs categorical questions

and a Likert scale to gather data.

The present study utilized a structured questionnaire to collect pertinent information.
The survey utilized a scale called the Likert scale, encompassing a range from one
(Strongly Disagree) to seven (Strongly Agree), to assess responses for each query.
Categorical questions have been utilized to inquire about demographic information of
survey.

3.2.6 Establish the Question Wording

The process of formulating questions involves converting the anticipated content and
structure of a question into language that is readily understandable and clear for
participants in a survey. When creating a questionnaire, one of the most critical and
difficult tasks is to establish the wording of the questions. Inadequate phrasing of a
query may lead to respondents declining to answer or providing inaccurate responses.
A query should clearly articulate the topic under consideration. When constructing a
questionnaire, it is advisable to utilize straightforward language that aligns with the
vocabulary proficiency of the participants. It is advisable to refrain from incorporating
words in a questionnaire that possess multiple meanings and are unfamiliar to the
participants. Individuals may possess distinct interpretations of certain words, despite
the words having a clear definition. A question that is leading indicates or suggests a
specific response and may affect the way a reply responds. Certain respondents exhibit
a tendency to provide affirmative responses to questions, irrespective of the nature of

the inquiry. An implicit alternative is defined as a choice that is not stated explicitly
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within the set of available options. To enhance the proportion of participants choosing
an indirect option, it is advisable to articulate it clearly. The phrasing of the inquiries
ought to avoid inducing responses that rely on implicit presumptions regarding a
forthcoming result. It is advisable to pose specific inquiries and refrain from asking
broad or general questions. Furthermore, it is recommended that the phrasing of the
inquiries does not compel the participants to make generalizations or estimations. It is
recommended to formulate inquiries, particularly ones pertaining to mindsets and
styles of living, in the form of statements. This approach enables respondents to
articulate their concurrence or dissent. Based on the available evidence, it seems that
the response is contingent upon the directional nature of the declarations: words that
are either conveyed negatively or positively (Malhotra, 2007). The questionnaire in
this study has been properly worded, and its motif are understandable.

3.2.7 Determine the questions' ordering

The poll should begin by questions pertaining to the points of view of participants
because they enjoy providing their opinions, which will encourage them to participate
in answering the questions. Based on a recommended approach, it is advisable to
initially collect fundamental information, subsequently proceed with classification,
and finally obtain identification details. The final section of the questionnaire should
include delicate questions. General questions have precedence over specific questions
since the responses to earlier queries may have an impact on the outcomes of

subsequent queries. Questions ought to be posed sequentially and appropriately.

In this thesis, a logical order for the questionnaire's questions is taken into account to

increase involvement. Since previous questions may have an impact on subsequent
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ones, questions directly connected to the topic are asked first, followed by
demographics and delicate inquiries like income levels near the close of the poll.
3.2.8 Design and Form

A manner in which questions are formatted, positioned, and spaced may significantly
affect the outcomes. This is particularly crucial for questionnaires that are self-
administered. It is advantageous to divide a questionnaire into multiple sections. It may
be necessary to obtain multiple components of data in order to address inquiries
pertaining to fundamental details. It is advisable to assign numbers to questions within
each section, particularly when employing spreading inquiries. In an effort to simplify
the process of programming replies, it may be beneficial to implement a system of
numbering for questions. Ideally, it is recommended to administer a pre-questionnaire
before conducting a survey. The codes that will be inputted into the computer system
are also printed on the questionnaires utilized during the proceedings. In general, the
coding determines the number of lines and columns at which a specific response
should be entered (Malhotra, 2007). The design and preparation of the questionnaire
for this study followed the guidelines for questionnaires provided in this section.
3.2.9 The Questionnaire Reproduction

The replication process of a questionnaire can significantly influence the resulting
outcomes. In the event that a paper of substandard quality is employed for the inquiry's
replication, and whether the inquiry itself exhibits a lackluster style, it is plausible that
participants may perceive the endeavor as lacking significance. This perception, in
turn, may have a detrimental effect on the quality of their responses. Therefore, it is
recommended to use high-quality paper when reproducing the questionnaire and

ensure that it has a professional appearance (Malhotra, 2007).
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For this study, the survey was developed utilizing the Google Forms platform
to maintain a high standard of quality and visual clarity. The survey is done online to
prevent participants from thinking the questionnaire is irrelevant and to encourage
them to complete it. To make sure that responders can read and answer the questions
with ease, the proper fonts and formatting have been utilized.

3.2.9.1 Pretesting

The questionnaire should contain any potential errors. To do this, a small sample of
10-20 people are given the questionnaire in order to check for errors, revisions, and
adjustments. It is imperative to ensure that the samples selected for both the primary
survey and the pretesting are representative of the same target group. Pretesting can
increase a particular questionnaire's usefulness, but it shouldn't be done before the

main questionnaire is administered.

To enhance the quality of the questionnaire and ensure the absence of errors in the
questions, a preliminary assessment was conducted, involving a sample of twenty
participants selected from the target population. Any necessary changes or
modifications were made accordingly. The pretest sample was chosen from the

identical target audience as the primary questionnaire.

A pre-test with 20 respondents was conducted before the main questionnaire in order
to identify any flaws or inaccuracies and to improve the primary survey. By gathering
information from these twenty participants and analyzing the resulting data, we were
able to determine that the questionnaire is error-free and that nothing needs to be
modified or changed because the respondents had no trouble completing it, and neither

did they report any errors in the questions nor did they request any additional
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clarification. Consequently, we continued our survey with additional respondents after

this conclusion.
3.3 Design of Sampling

One of the fundamental stages in the process of questionnaire development involves
careful consideration of the sampling design, with a focus on identifying the most
suitable and optimal design for the research at hand. The sampling design process

comprises five distinct steps (Table 1).

Table 1: Sampling Design, Malhotra (2007)
Stage 1: Provide a definition of the goal populations.

Stage 2: Ascertain the sampling structure.

Stage 3: Choose the appropriate technique for sampling.

Stage 4: Assess the size of sample.

Stage 5: Carry out the sample procedure.

3.3.1 Target Community Definition

Early stage in the plan of a sampling process entails identifying and specifying the
intended audience. The word "target population" refers to the broad category of things
or elements that includes all the data the researcher is looking at and is the basis for all
implications that follow. It is imperative to precisely define the target population. An
inaccurate definition of the target population can lead to misleading, unproductive, and
ineffective research outcomes. The process of delineating the intended audience entails
transforming the issue statement into a true statement that delineates the individuals

who will be encompassed within the sample (Malhotra, 2007).
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The focus of this study pertains to individuals residing in Northern Cyprus who possess
knowledge and familiarity with Green Products.

3.3.2 Determining the Sampling Frame

The framework of sampling exhibits the structures that are encompassed within the
intended audience. The sample frame serves as a guide or set of guidelines to establish
the desired population of interest. It is advisable to establish guidelines for the
identification of the population to be targeted in situations where it is not feasible to
collect information regarding the characteristics of said population. Utilizing a list as
a means of gathering population structures might result in sampling structure errors,
as it has the potential to incorporate extraneous elements or alternatively, omit

pertinent factors from the population.

The Snowball sampling technique was utilized to select the sample for this study.
Snowball sampling is a research methodology that involves the collection of
information through direct contact with informants who are referred by other
participants. This process can be characterized as iterative, as informants serve as
gatekeepers to additional informants, who are subsequently contacted by the
researcher, leading to the identification of further informants, and so forth.

3.3.3 Technique of Selecting a Sample

It is necessary to carefully choose the most appropriate sampling technique, which
involves making a range of comprehensive decisions. As previously stated in the
aforementioned section, the Snowball sampling technique has been employed in this

thesis.
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3.3.4 Choosing a Sample Size

The idea of experimental length relates to how many variables and elements should be
included in the investigation. The process of determining experimental length is a
complex one that involves both qualitative and quantitative considerations. Typically,
crucial decisions necessitate a greater amount of information, which must be obtained
with greater precision. It is recommended to increase the sample size for this analysis.
As the size of the sample increases, there will be a corresponding increase in the cost

per unit of information gained. (Malhotra, 2007).

In the present study, the experimental length was determined based on the absence of
a strict rule for sample size determination. We aimed to collect information from 250
respondents, which we deemed sufficient. Before administering the main
questionnaire, A preliminary assessment was carried out using a group of twenty

individuals as an example selected from the intended audience.

According to Sekaran (2003), one that is frequently posed is, "What is the appropriate
sample size?" Providing a definitive answer to this question is not a straightforward
task. Several researchers have proposed different guidelines for determining the
appropriate sample size. The guidelines are:

1. According to Roscoe's study conducted in 1975, it is recommended that the
ideal number of participants for the majority of studies falls within the range
of 30 to 500. It is advisable to ensure an initial sample size of 30 for each
subgroup, such as women and men, when dividing the sample (Roscoe, 1975).

2. However, according to Borg and Gall (1989), for each subgroup, no fewer than

of Hundred responders are needed.
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3. The intended level of precision and trust may also have an impact on the
number of respondents' determination. As said by Sekaran (2003), a larger
sample size is necessary to achieve greater accuracy.

4. According to the recommendations proposed by Roscoe (1975), about three
hundred people can be considered a sufficient sample size.

3.3.5 Implement the sampling procedure

A precise and detailed description of the procedures used to make sampling design
decisions is necessary for the sampling process to be implemented successfully,
according to Malhotra (2007):

e The population;

Frame of sampling;

Sampling unit;

Technique of sampling;

Size of sample.

The selection of the method of sampling should be guided by accurate and dependable

information.
3.4 Analysis of Data

Multiple analyses were conducted to thoroughly examine the collected data. A
descriptive examination was conducted to assess the demographics of those who
participated for the purpose of data analysis. To establish whether there are significant
statistical distinctions, t-tests are used among the average ratings across two distinct
classifications. The Alpha-Cronbach's test was employed to establish the accuracy of
scales to measure. Correlation analysis has been utilized to establish the magnitude

and direction of the linear association between two variables. An extensive analytical
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method used to concurrently explore and estimate complex causal linkages between
factors is the modeling of structural equations, regardless of cases where these

relationships are hypothetical.

The present study utilized descriptive assessment to examine the features of those who
participated. The present study employed Partial Least Squares Structural Equation
Modeling (PLS-SEM) as its analytical tool. In the realm of structural equation
modeling, it is commonly recognized that there exist two distinct categories of models.
Prior to 2010, Covariance-based Structural Equation Modeling (CB-SEM) was
primarily utilized for the examination of intricate interrelationships among variables.
Presently, there is a growing trend in the utilization of PLS-SEM in research

publications as opposed to CB-SEM (Hair et al., 2017).

Partial Least Squares Structural Equation Modeling (PLS-SEM) is widely favored by
researchers as a data analysis method. This preference stems from its capability to
estimate intricate models containing numerous indicators or variables, all without the
need to subject the data to assumptions about distributions. Partial Least Squares
Structural Equation Modeling (PLS-SEM) is a predictive methodology that is
primarily employed in constructing models that aim to provide causal justifications for
the variables involved (Wold, 1982; Sarstedt, Hair, & Ringle, 2021). This approach

also comes in an easy-to-use package that requires little technical expertise.

PLS-SEM uses ordinary least squares regressions and principal components analysis
to determine the partial structures of models (Mateos-Aparicio, 2011). It is an effective
substitute for CB-SEM, which is founded on constrictive presumptions (Hair, Ringle,
& Sarstedt, 2011). According to Hair et al. (2017), it uses the overall variance to
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compute the model's elements, whereas CB-SEM only considers the shared variance.
Use PLS-SEM in the following circumstances:
» The analysis will test a theoretical framework from a perspective of prediction;
» The conceptual model that is being suggested is complicated and contains
numerous variables;
» The development of a theory necessitates the undertaking of exploratory
research.
* The model incorporates a formatively measured variable;
= Financial ratios have been identified in the research;
» The utilization of secondary data is employed in the research process;
» The limitation of the sample size is due to the small size of the population;
» The significance of distribution cannot be overstated, particularly in cases
where normality is absent;

= Scores for latent variables are required for additional analysis.

One of the justifications for using PLS-SEM, according to Hair, Ringle, & Sarstedt
(2013), 1s when the research involves a complicated model which involves numerous
model interactions, metrics, and structures. The utilization of PLS-SEM has been
employed for analysis in this thesis due to the intricate nature of the proposed
conceptual framework, which entails numerous relationships among constructs.
Furthermore, in an effort to evaluate a theoretical framework from a predictive

standpoint, the PLS-SEM technique was employed.
3.5 Data Collection Ethics

When gathering data, Investigators are required to adhere to ethical considerations into

account. Respondents shouldn't be coerced into participating in the study by the
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researchers. The respondents should be given a thorough explanation of the study's
goals and objectives. Additional inquiries pertaining to the research issue are required
to gather more data. Participants' identities ought to remain a secret. The database

shouldn't be utilized while turning data into information in order to get precise results.

It is stated at the outset of the questionnaire that participation in this study's survey is
entirely voluntary. Users' data will be kept anonymous and they are free to quit
completing the survey at any time if they find it offensive. To make sure respondents
understand why the inquiries are being asked, at the outset of the questionnaire, the

goal of the study is made very plain.
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Chapter 4

HYPOTHESES STATEMENTS

4.1 Introduction

The current section elucidates the interrelationships among the four primary
components of our conceptual framework, namely, attitude towards green products,
green brand image, environmental knowledge, and green purchase intention.
Moreover, the effects of moderating factor which is green perceived risk on the attitude
towards green products and green purchase intention relationship is explained in this
chapter. The hypotheses regarding the relationships have been formulated based on the

existing literature and the results will be discussed in the analysis chapter (chapter 5).

4.2 The Relationship Between Environmental Knowledge and Green

Purchase Intention

Knowledge serves as a representation for both consumers and organizations. The
gaining of positive knowledge associated with consumer environmental concerns
facilitates organizations' development of knowledge-based products. Additionally, the
provision of comprehensive knowledge and information regarding products upon their
introduction into the market has been found to positively influence consumers'
intentions to engage in green purchases (Moslehpour et al., 2022). The level of
environmental knowledge has been found to have a notable influence on the
purchasing intentions of consumers with regards to eco-friendly products. Heo &
Muralidharan (2019) and Huang, Chien, & Sadiq (2022) have reported that consumers

are motivated to make purchases of environmentally friendly goods due to their
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association with environmental concerns, environmental knowledge, and consumer
effectiveness. Environmental knowledge is a crucial and noteworthy determinant of
green purchase intentions when compared to other environmental factors. The study
conducted by Amoako et al. (2020) was meant to evaluate the environmental and green
knowledge impacts on the environmentally conscious buying intentions of young
individuals. The study's findings revealed a significant correlation between the two
factors. Insufficient awareness among consumers regarding environmentally-friendly
products diminishes their inclination towards making green purchases and has an

impact on their purchasing patterns.

According to Fryxell, & Lo (2003) environmental knowledge is explained as “a
general knowledge of facts, concepts, and relationships concerning the natural
environment and its major ecosystems”. Prior research indicates that customers'
environmental knowledge significantly influences how they make decisions when it
comes to purchasing green products. Mostafa (2006) and Bamberg & Moser (2007)
have provided support for the claim that knowledge plays a significant role in shaping
customers' attitudes and intentions regarding natural goods and actions that promote
sustainability. According to the findings of Smith & Paladino's (2010) study,
possessing knowledge about the environment can lead to a more favorable attitude and
increased intention to purchase organic produce among consumers. According to
Suki's (2013) findings, there is a significant correlation between environmental
knowledge and the ecological behaviors of young consumers, including their
engagement in recycling and their preference for purchasing organic food. The study
conducted by Chang & Wu (2015) demonstrated that the level of environmental

knowledge has a significant effect on the message framing of green advertisements,
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which in turn influences the pro-environmental behaviors of customers. Pothitou,
Hanna, & Chalvatzis (2016) found that individuals with greater environmental
knowledge exhibit a higher tendency to engage in environmentally sustainable
behaviors, including but not limited to consuming protein-rich meals that are healthy,
utilizing public transportation more frequently, and purchasing products with reduced

disposable packaging (Fielding, & Head, 2012).

The results of previous studies indicate that raising consumer awareness of the
environment, 1in general, can influence and raise their interest in
buying environmentally friendly goods (Lee et al., 2012; Mostafa, 2009; Vicente-
Molina, Fernandez-Séinz, & Izagirre-Olaizola, 2013). Nevertheless, other research has
discovered that just a small portion of customers' ecologically friendly behavior will
be directly linked to their environmental knowledge (Kollmuss, Agyeman, 2002).
According to their findings from the research, customers demonstrate a higher
propensity to engage in environmentally beneficial tangible purchases when they

possess a heightened level of environmental consciousness.

Based on the discussion above, it is logical to say that, consumers' green purchase
intention is greatly influenced by their level of environmental knowledge. Individuals
lacking sufficient knowledge about the environment may struggle to grasp the
implications of protecting the environment on human health. Thus, it is hypothesized

that:
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H1: There is a positive and significant effect of environmental knowledge on green

purchase intention.

4.3 The Relationship Between Green Brand Image and Green

Purchase Intention

According to Verdilla & Albari's (2018) study, the concept of brand image includes not
only the evolution of a brand but also the overall impression of the brand which is
conveyed through connections that hold significance in the minds of consumers.
Establishing a favorable brand image is of utmost importance, as it is expected that
the favorable impression held by consumers will lead to a positive mindset toward the
brand's existence. This is commonly believed that having a distinct image for your
business is one of the most important factors in determining commercial success
(Aaker, 2014; Febriyantoro, 2016). In addition, the establishment of a strong brand
image serves as an encouragement for consumer engagement and purchase behavior

(Kotler, & Keller, 2016; Martha, & Febriyantoro, 2019).

Kremer, & Viot (2012), have indicated that retail establishments with a strong brand
image are likely to achieve higher profit margins. This phenomenon can be attributed
to the substantial impact that a good impression of a company can have on consumer
buying patterns and ultimately impact their decision to purchase or refuse to purchase
a specific good. Furthermore, the perception of a company's image is considered a
critical determinant in the purchasing decisions of consumers when selecting products
for purchase. A shop or store with a strong brand image can enhance the likelihood of
a consumer's intention to procure the merchandise (Martinez, Pérez, & Del Bosque,

2014).
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Ko, Hwang, & Kim (2013), indicated that there exists a substantial relationship
between environmentally conscious marketing and the establishment of a positive
brand reputation for eco-friendly merchandise. Additionally, it was disclosed that the
integration of customer identity, product excellence, and business and socially
responsible perspectives significantly impacts customers' inclination to purchase
environmentally friendly brand products. Previous studies such as Chen et al., (2020)
have demonstrated that the perception of an image by consumers can have a notable

impact on how they behave.

Prior studies such as Chen (2008) and Dowling (1986), have demonstrated that the
perception of an image by clients is capable of having a major influence on their
choices. Moreover, companies that prioritize the enhancement of their
environmentally-friendly image can not only avoid the potential consequences of
environmental penalties but also encourage their clientele to engage in more eco-
conscious purchase intentions (Chen, 2010). Additionally, purchase decisions are
influenced by brand perception favorably as it has the potential to mitigate risk for
consumers and enhance the probability of their making a purchase during the process
of buying (Flavian et al., 2005). Therefore, previous investigation indicates that the
brand image has the potential to influence the choice-making procedure of customers
engaged in different exchanges and it, therefore, indicates which a company's image
could beneficially impact customer buying behavior (Tariq et al., 2013; Wang, & Tsai
2014). A key determinant of purchasing intentions is the brand image (Shah et al.,
2012). Consumer purchasing intent would be decreased by a weak brand image (Tariq
et al., 2013). Clients are more inclined to pay for an organization's products since they

believe that the company's brand image is better. According to Wu, Yeh, & Hsiao
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(2011), In order to stimulate consumer purchase behavior, it is imperative for a
company to allocate resources towards strengthening its image as a brand. This is due
to the significant role that brand image plays in influencing the intention of customers

to buy.

Thus, it is hypothesized that:
H2: There is a positive and significant effect of green brand image on green purchase

intention.

4.4 The Relationship Between Attitudes Toward Green Products and

Green Purchase Intention:

One of the components of the theory of planned behavior (TPB) model, which
demonstrates how consumers examine and evaluate various things before acting on
them, is a consumer's "green attitude" (Chin et al., 2020). Based on various studies
conducted by Liao et al. (2020) and Panda et al. (2020), it has been observed that
customers' attitudes towards environmentally friendly products significantly influence
their behavior and play a pivotal role in shaping their intentions to purchase green
services and products. Moreover, the examination of consumer attitudes towards
environmental issues provides insights into their level of commitment or disregard for
protecting the environment (Ahmad & Zhang, 2020; Suki, 2016; Chekima et al., 2016).
Clients who adhere to ecological preservation are inclined to demonstrate their
commitment by utilizing sustainable goods (Kalsi, & Singh, 2019; Chekima et al.,
2016). Customers' green attitudes have a beneficial impact on their intentions to make

green purchases; as a result, attitude can lead to consistent action (Amoak et al., 2020).
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Those who are more inclined to maintain their involvement in a variety of ecologically
friendly consumption and purchase behaviors are those who have favorable opinions
about environmentally beneficial activities and are environmentally concerned.

(Muralidharan, La Ferle, & Sung, 2017; Wang, 2020).

In 1980, Ajzen and Fishbein and Ajzen and Fishbein (1975) built the Theory of
Reasoned Action (TRA) which is a concept that focuses on expectancy-value and
encompasses attitudes, subjective norms, intentions, and behaviors that are directed
toward a specific objective (Blue, 1995). The TRA indicates that behavioral intentions
are influenced by attitudes and subjective norms, and subsequently, these intentions
play a crucial role in determining behavior (Nisson, & Earl, 2020). Fishbein & Ajzen
(1974) defined attitudes as ideas and emotions about something that causes people to
respond in a particular manner toward it. In the theory of reasoned action, they also
presupposed a causal relationship between attitude and behavioral intention.
According to the theory of reasoned action, behavioral intentions are formed by the
convergence of many attitudes (Sheppard, Hartwick, & Warshaw, 1988). According to
the newly proposed definition by Zhang & Kim (2013), a consumer's attitude toward

behavior directly impacts behavioral intention.

The Theory of Planned Behavior (TPB) was initially conceptualized as the Theory of
Reasoned Action in 1980 to forecast an individual's intention to engage in a particular
behavior within a specific temporal and spatial context. The theoretical framework was
designed to account for all human behaviors that are subject to self-control. TPB states
that consumers' overall perceptions of a particular product might influence their
decision to buy those things (Hassan, 2014; Shamim, & Butt, 2013). One of the three

factors that determine desire in the mentioned theory is the mindset towards behavior
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which is conceptually independent and relates to an individual's level of favorable or
unfavorable assessment of the action under consideration (Ha, Hong-Youl, & Swinder
Janda, 2012; Klockner, 2013). For example, Panda et al. (2018) discovered a

correlation between consumers' environmental attitudes and their purchasing behavior.

It is reasonable to anticipate that those who view green products as healthy will most
likely have a favorable attitude toward buying them. Typically, attitudes are seen as
elements that directly affect behavioral intentions or conduct (Han, & Kim, 2010). In
contemporary times, an increasing number of customers are expressing concerns
regarding the environment and assuming responsibility for its well-being. As a result,
they are actively seeking to procure goods that possess minimal adverse effects on the
environment (Young et al., 2010). Last but not least, Chen and Chang (2012)
established a model for analyzing consumer green purchase intentions, and they
claimed that customers who believe green products are better for the environment will
be more likely to make green purchase decisions (Kumar, & Anand, 2013). Thus, it is
hypothesized that:

H3: There is a positive and significant effect of attitudes toward green products on

green purchase intention.

4.5 Moderating Effect of Green Perceived Risk on the Relationship
Between Attitudes Towards Green Products and Green Purchase

Intention

In the words of Mitchell (1999), perceived risk can be defined as the condition of
ambiguity that consumers encounter when they lack the ability to accurately anticipate
the outcomes of what they will buy. This often leads to errors in the decision-making

process as consumers strive to maximize their buying outcomes.
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Several studies have employed Perceived Risk as a moderating variable to examine
the association between Attitude and purchasing intention such as Ismail, & Mokhtar
(2016), They used this moderation in the field of Herbal Products and they found that
the perception among consumers that herbal products are inherently natural, pose
minimal risks, and can be utilized without requiring any particular precautions.
However, Customers require comprehensive information regarding the potential risks

and benefits of herbal products to ensure their safe and efficacious use.

A separate research investigation that employed the concept of Perceived Risk as a
moderating factor in examining the association between Attitude and purchasing
intention is Jain’s (2021) study, it is in the field of Luxury Products. Jain (2021) found
that despite the favorable disposition of consumers towards online shopping, the
perceived increase in risk associated with purchasing from e-boutiques may dissuade

them from engaging in such transactions.

Wang et al., (2022), also used Perceived Risk as a moderator on the relationship
between Attitude and Travel Intention (Behavioral Intention). Their study is done in
the field of tourism. They found that when the perceived risk surpasses an individual's
tolerance level, the proposed causal path(s) exhibit a decrease in predictive capability,
and conversely, when the perceived risk falls below the tolerance level, the predictive

power of the causal path(s) increases.

In this study, we are going to use Perceived Risk as a moderator on the relationship
between Attitude and Purchase Intention in the field of Green Products. Hence,

according to the studies we mentioned above we hypothesized that:
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H4: Perceived risk moderates the relationship between attitudes toward green products

and green purchase intention.
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Chapter 5

ANALYSIS, RESULTS, AND A DISCUSSION OF THE

FINDINGS

5.1 Introduction

The analysis of the information acquired by an online survey is the main emphasis of
this section. Data collection has been produced for carrying out specific tests in order
to develop statistical information. The conceptual framework presented in chapter two
of this study exhibits numerous interrelationships among its variables, thereby posing
challenges for data analysis. As a result, the data has undergone an extensive data
analysis technique called partial least squares structural equation modeling (PLS-
SEM). PLS-SEM enables the examination of both measurable and unmeasurable

relationships among variables.

Smart PLS is the program used to perform partial least squares structural equation
modeling (PLS-SEM). The application that was invented by Ringle, Wende, & Will,
(2005). Since 1its inception in 2005, this software has gained prominence due to its
notable benefits, including sophisticated reporting capabilities, a user-friendly

interface, and widespread availability to researchers.
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5.2 Descriptive Analysis

5.2.1 Distribution of Gender
The subsequent table presents the distribution of genders. Out of the individuals
surveyed, it was found that 126 respondents (56.30%) identified as male, while 91

respondents (40.60%) identified as female.

Table 2: Gender

Frequency Percent
Male 126 56.3
Female 91 40.6
Total 217 96.9
Missing 7 3.1
Total 224 100

5.2.2 Distribution of Age

The table displayed below shows the age of the survey participants' distribution. Based
on the information in the chart, it can be observed that 110 participants, accounting for
49.10% of the total respondents, belonged to the age group of 18 to 25 years. Similarly,
66 respondents, representing 29.50% of the sample, fell within the age range of 26 to
33 years. Additionally, 16 participants, constituting 7.10% of the total, were aged
between 34 to 41 years. Additionally, it was found that out of the total number of
respondents, 5 individuals, accounting for 2.20% of the sample, fell within the age
range of 42 to 49 years old. Thirteen additional respondents (5.8%) were classified as
being aged 50 years and older. Furthermore, a total of 14 data points, accounting for

6.30% of the sample, were found to be missing.

Table 3: Age
Age Frequency Percent
18-25 years old 110 49.1
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26-33 years old 66 29.5

34-41 years old 16 7.1
42-49 years old 5 2.2
50+ years old 13 5.8
Total 210 93.8
Missing 14 6.3
Total 224 100.0

5.2.3 Distribution of Education Level

The subsequent table presents the educational attainment of the participants. Based on
the data presented in the chart, it can be observed that 8 participants, constituting 3.6%
of the total sample, possessed a secondary school certificate. Additionally, 29
respondents, accounting for 12.90% of the sample, held a High National Diploma.
Furthermore, 82 participants, comprising 36.60% of the sample, possessed a First
degree. Moreover, 69 respondents, representing 30.80% of the sample, held a Master's
degree. Lastly, 29 participants, constituting 12.90% of the sample, possessed a Ph.D.

degree.

Table 4: Education

Frequency Percent
Secondary school 8 3.6
High National Diploma 29 12.9
Bachelor's degree 82 36.6
Master's degree 69 30.8
PhD 29 12.9
Total 212 96.9
Missing 7 3.1
Total 224 100

5.2.4 Distribution of Income
The table presented below depicts the income levels of the respondents. Based on the

data presented in the table, it can be observed that 51 respondents, accounting for
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22.80% of the total, reported earning up to the minimum wage. Similarly, 50
respondents (22.30%) reported earning exactly the minimum wage. Additionally, 40
respondents (17.90%) reported earning 1.25 times the minimum wage, while 25
respondents (11.20%) reported earning twice the minimum wage. Additionally, out of
the total respondents, 32 individuals, accounting for 14.30% of the sample, reported
earning a salary exceeding twice the minimum wage. Furthermore, a total of 26 data

points, accounting for 11.60% of the dataset, were found to be missing.

Table 5: Income

Frequency Percent

Up to minimum wage 51 22.8
Minimum wage 50 22.3
1.25*minimum wage 40 17.9
2*minimum wage 25 11.2
More than 2*minimum 32 14.3
wage

Total 198 88.4
Missing 26 11.6
Total 224 100.0

5.2.5 Distribution of Occupation

The table presented below demonstrates that within the surveyed population, there
were a total of 139 (62.10%) individuals who identified themselves as students and 16
Research and Teaching Assistances (7.10%). Moreover, there were 3 respondents
(1.3%) who were Engineer and 6 respondents (2.7%) who were Doctor, and also there
were 11 Business Man or woman (4.9%). Additionally, there were 2 Lawyers (0.9%),

14 Managers (6.30%), 27 Employee (12.1%), and 6 Academicians (2.7%).
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Table 6: Occupation

Frequency Percent
Student 139 62.1
RA and TA Assistant 16 7.1
Engineer 3 1.3
Doctor 6 2.7
Business Man/Woman 11 4.9
Lawyer 2 0.9
Manager 14 6.3
Employee 27 12.1
Academic 6 2.7
Total 224 100.0

5.3 Analysis of Correlation

The analysis of correlation is utilized to assess the magnitude and the path of the
relationship is linear between both variables. (Pallant, 2020). The coefficients of
Pearson correlation (r) are constrained within the range of -1 to +1. The presence of
both positive and negative indicators suggests the presence of a favorable correlation,
where an increase in one variable is accompanied by a rise in the other variable, and
an adverse correlation, where a rise in one variable is accompanied by a fall in the
other variable. The degree of the value in absolute terms, when the sign is disregarded,
serves as an indicator of the relationship intensity. A correlation coefficient of either 1
or -1 signifies a perfect correlation, indicating that the accurate determination of the
value of one parameter is contingent upon knowledge of the value of the other

parameter (Pallant, 2020).

When the coefficient of correlation is 1, there is an entirely favorable relation, whereas
when the correlation coefficient is -1, that means there is no association at all. A
correlation coefficient of zero denotes the absence of a relationship between the

variables under analysis. However, there are certain guidelines available that can be
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employed to elucidate the values within the range of 0 and 1. Based on the work of
Cohen (1988) as referenced in Pallant (2020), it has been established that correlations
falling within the range of 0.10 to 0.29 signify a tiny impact size. Similarly,
correlations ranging from 0.30 to 0.49 indicate an average effect size, while
correlations between 0.50 and 1.0 are indicative of an enormous effect size when

assessing the relationship between parameters.

The subsequent table presents the correlation results for the variables examined in the

present investigation:

Table 7: Correlations

EK_Mean GBI_Mean ATT_Mean GPR_Mean GPIl_Mean

Pearson Correlation 1 6717 597 423" 607"
EK_Mean  Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214
Pearson Correlation 6717 1 591 317 592"
GBI_Mean  Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214
Pearson Correlation 5977 5917 1 254" .760™
ATT_Mean  Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214
Pearson Correlation 4237 3177 254" 1 .356™
GPR_Mean  Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214
Pearson Correlation 607" 592 .760™ .356™ 1
GPI_Mean  Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214

** At the 0.01 level, correlation is significant (2-tailed).
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5.3.1 Green Purchase Intention and Environmental Knowledge

With regard to the data provided in the table mentioned earlier, a major connection can
be inferred with P less than 0.01, and substantial correlation between Green Purchase
desire and Environmental Knowledge. This conclusion is supported by the correlation
coefficient of 0.607 observed between these two constructs.

5.3.2 Green Purchase Intention and Green Brand Image

From the data listed in the table provided, the coefficient of correlation between both
of the concepts being examined is calculated to be 0.592. Therefore, it can be asserted
that there exists a strong and positive linear correlation between Green Purchase
Intention and Green Brand Image, which is highly significant at a level of P<0.01.
5.3.3 Green Purchase Intention and Attitude towards green products

The data provided in the table suggests that the association (P<0.01) is solid, positive,
linear, and significant between Green Purchase Intention and Attitude towards green
products, as evidenced by the coefficient of correlation of 0.760.

5.3.4 Green Purchase Intention and Green Perceived Risk

With regard to the data given in the aforementioned table, it has been determined that
the two constructs under investigation have a correlation value of 0.356. Therefore, it
can be said that there is a normal, positive linear association between the mentioned

relation that is considered significant (P<0.01).

5.4 Measurement model

In the assessment of internal consistency reliability, the evaluation of composite
reliability (CR) and Cronbach's alpha (CA) is conducted. Composite reliability (CR)
typically falls within the range of O to 1, with a value of 1 indicating optimal reliability.
Henseler, Ringle, & Sarstedt, (2012) argue that, in order to ensure confirmatory

validity, it is necessary for the composite reliability to reach a threshold of 0.7 or
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higher. Additionally, it is imperative for Cronbach's alpha (CA) to possess a value that

is equal to or exceeds 0.7, as stated by Garson (2016).

Table 8: Measurement Model

Constructs Items Outer Cronbach’s Composite AVE
Loading Alpha Reliability
ATT ATTI1 0.795 0.814 0.823 0.639
ATT2 0.783
ATT3 0.801
ATT4 0.817
EK EK1 0.713 0.850 0.893 0.627
EK2 0.772
EK3 0.860
EK4 0.815
EK5 0.792
GBI GBIl 0.780 0.872 0.907 0.662
GBI2 0.813
GBI3 0.850
GBI4 0.846
GBI5 0.776
GPR GPR1 0.858 0.904 0.933 0.776
GPR2 0.898
GPR3 0.894
GPR4 0.874
GPI GPI1 0.801 0.891 0.917 0.648
GPI2 0.833
GPI3 0.848
GPI4 0.772
GPI5 0.779
GPI6 0.794

In order to establish convergent validity, it is imperative that all outer loadings possess
a value greater than 0.708. According to Hair et al. (2017), it is imperative that the
average variance extracted (AVE) surpasses a threshold of 0.5. The confirmation of
convergent validity is evident in Table 1, as all the outer loading values surpass the
threshold of 0.708. In addition, it is observed that all the values pertaining to AVE
exceed 0.5. The internal consistency of the constructs is supported by the findings
presented in Table 8, which indicate that the values of CA and CR surpass the

suggested minimum of 0.7.
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Table 9 Validity with Discrimination (Fornell-Larcker criterion)

ATT EK GBI GPR GPI
ATT 0.799
EK 0.602 0.792
GBI 0.589 0.671 0.814
GPR 0.268 0.428 0.317 0.881
GPI 0.775 0.611 0.597 0.356 0.805

Table 10: Heterotrait-Monotrait Ratio (HTMT)

ATT EK GBI GPR GPI
ATT
EK 0.710
GBI 0.696 0.776
GPR 0.290 0.486 0.375
GPI 0.889 0.699 0.673 0.397

When the square root of the average variance extracted (AVE) for each latent variable
is greater than the correlation values with the other constructs, discriminant validity is
demonstrated. (Fornell, & Larcker, 1981). Based on the research conducted by Fornell-
Larcker, the proof of discriminant validity is substantiated by the observation that the
square root of the average variance extracted (AVE) for each factor surpasses the
correlation values with other factors, as outlined in Table 9. To ensure discriminant
validity, the HTMT value needs to be less than 0.9. Henseler et al. (2015) conducted a
research study. The research results indicate the existence of discriminant validity, as
supported by the values given in Tables 12 and 13, all of which are below 0.9.

5.4.1 Common Method Bias

The occurrence of one typical method discrimination is attributable to the scale
approach employed by the structural equation modeling (SEM) study. For example,
participants might be affected by the initial instructions provided in the questionnaire
when formulating their responses. Furthermore, it is important to consider the

influence of social desirableness bias on participants' responses, as it may prompt them
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to answer questions in a manner that conforms to societal norms and expectations. In
both scenarios, these factors contribute to a shared variation among the indicators

being measured (Kock, 2015).

5.5 Structural Model

Hair et al. (2019) argue that it is necessary to examine collinearity prior to assessing
the structural model. Therefore, an examination was conducted to assess the variance
inflation factor (VIF) values for the purpose of testing collinearity. According to Hair
et al. (2019), it is recommended that the variance inflation factor (VIF) should be
below or equal to 3. According to the data presented in Table 11, it is evident that all
the Variance Inflation Factor (VIF) values are below the threshold of 3, indicating the

absence of any collinearity issues.

Table 11: Collinearity Statistics

ATT EK GBI GPR GPI
ATT 1.738
EK 2.254
GBI 2.018
GPR 1.226

GPI

5.5.1 The Outcomes for Calculated Association

An approach whose name is bootstrapping was utilized to criticize the statistically
significant nature of the associations among parameters. According to the data
presented in Table 12, all of the proposed relationships in the model demonstrate

statistical significance.
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Table 12: The Outcomes for Calculated Association

Route Route Coefficient Value of P
ATT = GPI 0.599 0.000
EK = GPI 0.156 0.021
GBI = GPI 0.140 0.045

5.5.2 Explanatory Capability of the Model

This study also examines the R? value, which quantifies the proportion of variance in
the dependent variable that can be accounted for by the model or the independent
variables. The R2 value could be considered an indicator of the model's ability to
explain the observed data (Shmueli & Koppius, 2011). According to Ridgon (2012),
the R? value can be defined in terms of its ability to predict outcomes within the

sample.

The R? value exhibits a range between 0 and 1. The superior explanatory capacity of
the model is evidenced by its higher R? values. Based on the findings of Henseler et
al. (2009) and Hair et al. (2011), It has been proposed that classifications of 0.25 as
weak, 0.50 as mild, and 0.75 as high strength be used. Nevertheless, in certain
instances, it is deemed acceptable to have a low R? value, such as 0.10, as stated by
Raithel et al. (2012). The study's proposed model demonstrates the ability to account
for 64.4% of the variance in GPI, as evidenced by the R? value.

5.6 The moderating effect of Green Perceived Risk

The moderating effect of green perceived risk was assessed using the product indicator
approach. According to the results (Table 13), green perceived risk moderation effect
was insignificant and negative (B = -0.08, P-value > 0.05), therefore H4 is not
supported and we can conclude that green perceived risk does not moderate the

relationship between attitude towards green products and purchase intention.
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Table 13: Moderation test results

Hypothesis Moderator B P-value Decision

H4 Att xGPR—PI -0.08 0.08 Not Supported
Notes - Att: Attitude towards green products; GPR: Green Perceived Risk; Pl: Purchase Intention

5.7 Hypotheses Testing

The presented table provides an overview of the supported relationships within this
study. It is evident from the table that all relationships, with the exception of H4, have

received support.

Table 14: Hypothesis Testing

11 Environmental knowledge has a significant and favorable effect | Supported
on green purchase intention.
H2 | Green brand image has a significant and favorable effect on | Supported
green purchase intention.
H3 | Attitude towards green products has a significant and favorable | Supported
effect on green purchase intention.
H4 | Green perceived risk does not have a significant effect on green | Not
purchase intention. supported

5.8 Discussion of Findings

The effects of Green Brand Image, Attitude towards Green Products, and
Environmental knowledge on Green Purchase Intention have been investigated. First
of all, we found that Environmental Knowledge has a positive effect on Green
Purchase Intention. In many previous studies Like Vicente-Molina, Fernandez-Sainz,
& lzagirre-Olaizola, (2013) affirmed that Enhancing consumer knowledge regarding
environmental issues, as a whole, has the potential to impact and augment their
tendency towards purchasing green products and also according to Gomez, Werle, &
Corneille, (2017), The level of product comprehension and data processing has a

substantial influence on client buying behaviors. Consumers who possess a higher
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level of prior knowledge are deemed to be more acquainted with the product and are
capable of utilizing extrinsic cues to inform their purchasing decisions. (HI was

supported).

Moreover, we found that Green Brand Image affects positively Green Purchase
Intention like what Wu et al. (2011) stated, in order to encourage consumer purchase
behavior, it is imperative for a company to allocate resources towards the enhancement
of its brand image. This is due to the significant role that brand image plays in
influencing customer purchase intention and also Mourad, & Serag, (2012) posits that
the establishment of a green brand image exerts a favorable impact on the consumer's
inclination towards environmentally conscious brands. This finding suggests that the
establishment of an environmentally friendly brand image significantly influences the
reputation of the company. Moreover, a positive brand image further increases the
likelihood of customer purchase of environmentally friendly products. (H2 was

supported).

The influence of consumers' attitudes towards Green Products on their intentions to
purchase environmentally friendly products has been demonstrated to be favorable.
previous studies like Young et al. (2012) declared that an increasing number of
customers are expressing concern about the environment and assuming responsibility
for its well-being. Consequently, they are opting to purchase goods that have a minimal
negative impact on the environment, and also Suki (2013) posited that there exists a
positive correlation between the strength of a consumer's attitude towards green
products and their intention to purchase said products. As a result, this leads

individuals to exercise greater caution when choosing products. (H3 was supported).
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Finally, based on our findings, it has been determined that contrary to previous studies
such as Ismail and Mokhtar (2016), which supported the notion that Perceived Risk
moderates the association among Attitude and intention to purchase, this study
specifically focused on the field of Green Products and found no evidence of

moderation in the aforementioned relationship. (H4 was not supported).

67



Chapter 6

CONCLUSION

6.1 Introduction

The initial five sections of this study endeavor have comprehensively examined and
presented a thorough review of the subject matter. Through an extensive review of
academic literature, comprehensive explanations have been provided for the concepts
of environmental knowledge, green brand image, attitude toward green products, green
purchase intention, as well as the relevant theories of Planned Behavior and Reasoned

Action.

After providing a definition of the framework's concepts, hypotheses regarding the
relationships between structures have been created. To facilitate the analysis of these
hypotheses, a questionnaire has been designed and will be utilized to gather the
necessary data. The analysis of the data has been conducted in the fifth chapter and the
findings have been given. The present chapter will examine the implications for
managers associated with the utilization of influencer marketing. The research will
include a discussion of its limitations, as well as recommendations for future studies
pertaining to this topic.

6.2 Managerial Implications

The results of this study carry significant implications for managers and marketers who
aim to encourage green purchase intention and involve consumers in sustainable

consumption behaviors. The results of the study yield several managerial implications:
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Improving environmental knowledge: It is advisable for companies to prioritize the
dissemination of information to consumers regarding environmental concerns and the
advantages associated with utilizing eco-friendly products. This objective can be
accomplished through a variety of methods, including the implementation of
informative product labels, the execution of awareness campaigns, and the utilization
of digital platforms to effectively distribute accurate and easily accessible information.
By enhancing consumers' understanding of environmental issues, companies have the
potential to effectively shape their attitudes and intentions towards environmentally

friendly products.

The establishment and effective communication of a robust green brand image are of
paramount importance in order to appeal to consumers who prioritize environmental
consciousness. It is imperative for companies to emphasize their dedication to
sustainability, environmentally conscious practices, and ethical obligations in their
marketing communications. Companies can enhance consumers' perceptions of their
green brand image by placing emphasis on their green initiatives and transparent

supply chains, thereby building trust and credibility.

It 1s imperative for companies to prioritize the cultivation of favorable attitudes
towards green products. This objective can be accomplished by emphasizing the
distinctive advantages and value proposition of their environmentally friendly
products or services. An optimal marketing approach should prioritize highlighting the
environmental benefits, superior quality, and exceptional performance of eco-friendly
products while addressing any perceived obstacles or misunderstandings associated

with sustainable consumption. Organizations have the opportunity to utilize
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testimonials, endorsements, and social proof as effective strategies to strengthen

positive perceptions among consumers.

Although, generally managers should consider perceived risk in the relationship
between Attitude and Purchase intention, according to the results obtained in our study,
the perceived risk does not affect the mentioned relationship, so managers should not

consider risk.

Engaging in collaborative efforts with environmental organizations, non-governmental
organizations (NGOs), and entities focused on sustainability can significantly bolster
a company's credibility and reputation within the green market. Establishing
partnerships and alliances with these organizations can offer prospects for
collaborative initiatives, cause-related marketing campaigns, and joint projects
focused on advancing sustainable consumption. This strategy has the potential to assist
companies in expanding their reach to a broader audience, establishing consumer trust,

and making a meaningful contribution to the overarching sustainability movement.

Moreover, it is imperative for companies to allocate resources towards persistent
research and innovation efforts. This will enable the development of novel
environmentally-friendly products that not only cater to consumer preferences but also
align with their deeply-held values. By remaining informed about emerging
environmental trends, technological advancements, and consumer insights, companies
can develop innovative solutions to effectively tackle sustainability challenges.
Conducting regular market research, consumer surveys, and focus groups can yield
valuable insights that can inform product development and enhance marketing
strategies.
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In conclusion, the study's findings indicate that companies would benefit from
prioritizing the improvement of environmental knowledge, the establishment of a
robust green brand image, the addressing of attitudes towards green products, the
cultivation of collaborations, and the allocation of resources towards ongoing research
and innovation efforts. By implementing these strategies, organizations can efficiently
enhance green purchase intention, appeal to environmentally conscious consumers,

and make a valuable contribution towards a more sustainable future.
6.3 Limitations of the Study

This study possesses several limitations that will be addressed. One limitation of the
study is the utilization of the snowball sampling technique, which restricts the
inclusion of the entire population of individuals who use green products. Furthermore,

the survey only analyzes individuals residing in North Cyprus.

As previously mentioned in the methodology chapter, the data collection for this study
utilized a cross-sectional approach. This methodology is acknowledged as the second
limitation of the study. Consequently, there is a likelihood that participants may modify

their responses to the inquiries, potentially yielding different answers at a later time.

The survey instrument used to gather data from participants was developed in English,
a language that is not the native tongue of our target population. The third limitation
of the research could be attributed to the challenge encountered by respondents in

comprehending the survey questions.

Geographic limitation could be considered as fourth limitation. The study was
conducted exclusively in Northern Cyprus, which may restrict the applicability of the

findings to different regions or cultural contexts. Attitudes and behaviors towards the
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environment may exhibit variations across diverse societies, cultures, and regulatory

frameworks.

The study has a fifth and final limitation, which is that due to its classification as
quantitative research, conducting qualitative research in addition would provide a
more comprehensive understanding and deeper insights into the topic.

6.4 Future Studies Suggestions

The findings from different income levels, genders, and educational backgrounds serve
as the foundation for this study. Future research should take into account additional
respondent demographics and characteristics that could affect customers' inclinations

to buy environmentally friendly or sustainably produced goods.

Since this study was conducted within the specific geographic context (Northern
Cyprus) and also the attitudes and behaviors towards the environment exhibit
variability across diverse societies, cultures, and regulatory frameworks. It is
recommended that future research incorporates cross-cultural methodologies to
investigate the impact of environmental knowledge, green brand image, and attitudes
towards green products on the intention to purchase environmentally friendly products

in various contexts.
6.5 Conclusion

In summary, the objective of this study was to examine the intricate relationship
between environmental knowledge, green brand images, attitudes towards green
products, and their collective influence on the intention to purchase environmentally
friendly products. Based on a comprehensive examination of scholarly works and the

collection of empirical data, a number of crucial discoveries have emerged, elucidating
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the importance of these variables in shaping consumers' propensity to participate in

environmentally conscious buying practices.

The research findings indicate that individuals who possess a higher degree of
environmental knowledge are more likely to adopt and support environmentally
friendly products and services. This discovery highlights the significance of
educational and awareness campaigns in promoting sustainable consumer practices

and cultivating a society that is more environmentally conscious.

Moreover, the findings of the study indicate that consumers exhibit a significant
susceptibility to the impact of environmentally conscious brand images. Companies
that demonstrate a firm dedication to sustainability and possess a firmly established
reputation for being environmentally friendly are more inclined to attract consumers
who prioritize environmental concerns. As a result, this has the potential to positively
impact consumers' inclination to engage in environmentally-friendly purchasing

decisions.

Additionally, this study highlighted the significant impact of attitudes on the formation
of green purchase intention. Consumers who possess favorable attitudes towards
environmentally-friendly products and perceive them as viable solutions to
environmental issues are more inclined to make pro-environmental purchasing

choices.

In contrast with some previous studies like Ismail & Mokhtar (2016), that indicated
Perceived Risk moderated the relationship between Attitude and Purchase Intention in

various fields, in our study, the mentioned moderation did not work.
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This study ultimately determined that the collective impact of attitudes towards green
products, green brand images, and environmental knowledge had a noteworthy
influence on consumers' tendecy to make environmentally friendly purchases. The
convergence of these factors led to an increased level of consumer interest in
environmentally friendly products, which in turn created a positive feedback loop

promoting sustainable consumption.

74



REFERENCES

Aaker, D. A. (1996). Building Strong Brands ‘Free Press Publications. New York.

Aaker, D. A. (2014). Aaker on branding. Morgan James Publishing

Abbes, I., Hallem, Y., & Taga, N. (2020). Second-hand shopping and brand loyalty:
The role of online collaborative redistribution platforms. Journal of Retailing and

consumer Services, 52, 101885.

Ahmad, W., & Zhang, Q. (2020). Green purchase intention: Effects of electronic
service quality and customer green psychology. Journal of Cleaner Production,

267, 122053.

Ahmed, R. R., Streimikiene, D., Qadir, H., & Streimikis, J. (2023). Effect of green
marketing mix, green customer value, and attitude on green purchase intention:
evidence from the USA. Environmental Science and Pollution Research, 30(5),

11473-11495. (75-81).145

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human

decision processes, 50(2), 179-211.

Ajzen, 1., & Fishbein, M. (2005). The influence of attitudes on behavior.

Ajzen, 1., and M. Fishbein. 1980. Understanding Attitudes and Predicting Social

Behavior. Englewood Cliffs: Prentice-Hall.

75



Al-Zu’bi, Z. M., Al-Lozi, M., Dahiyat, S., Alshurideh, M., & Al Majali, A. (2012).
Examining the impact of quality management practices on product variety.

European Journal of Economics, Finance and Administrative Sciences, 51, 1-19

Alsaad, A. K. (2021). Ethical judgment, subjective norms, and ethical consumption:
The moderating role of moral certainty. Journal of Retailing and Consumer

Services, 59, 102380.

Altinay, L., Paraskevas, A., & Ali, F. (2015). Planning research in hospitality and

tourism. Routledge.

Alwi, S. F. S., & Kitchen, P. J. (2014). Projecting corporate brand image and behavioral
response in business schools: Cognitive or affective brand attributes?. Journal of

Business research, 67(11), 2324-2336.

Aman, A.L.; Harun, A.; Hussein, Z. The influence of environmental knowledge and
concern on green purchase intention the role of attitude as a mediating variable.

Br. J. Arts Soc. Sci. 2012, 7, 145-167.

Amoako, G. K., Dzogbenuku, R. K., & Abubakari, A. (2020). Do green knowledge
and attitude influence the youth's green purchasing? Theory of planned behavior.
International Journal of Productivity and Performance Management, 69(8),

1609-1626.

76



Andersén, J., Jansson, C., & Ljungkvist, T. (2020). Can environmentally oriented
CEOs and environmentally friendly suppliers boost the growth of small firms?.

Business Strategy and the Environment, 29(2), 325-334.

Armstrong, G., Adam, S., Denize, S., & Kotler, P. (2014). Principles of marketing.

Pearson Australia.

Assael, H. (1998). Consumer behavior and marketing action (6th ed.). Cincinnati,

Ohio: South-Western College Pub.

Asunta, T. (2003). Knowledge of environmental issues: where pupils acquire
information and how it affects their attitudes, opinions, and laboratory behaviour

(No. 221). University of Jyvdskyld.

Awan, F. H., Dunnan, L., Jamil, K., Gul, R. F., Anwar, A., Idrees, M., & Guangyu, Q.
(2021). Impact of Role Conflict on Intention to leave Job with the moderating role
of Job Embeddedness in Banking sector employees. Frontiers in psychology, 12,

719449.

Bamberg, S., & Moser, G. (2007). Twenty years after Hines, Hungerford, and Tomera:
A new meta-analysis of psycho-social determinants of pro-environmental

behaviour. Journal of environmental psychology, 27(1), 14-25.

Bansal, P., & Kistruck, G. (2006). Seeing is (not) believing: Managing the impressions
of the firm’s commitment to the natural environment. Journal of Business Ethics,

67, 165-180.

71



Barbulescu, A., & Duteanu, N. (2017). Modeling the impact of human activity,
behavior and decisions on the environment. Marketing and green consumer.

Journal of Environmental Management, 204(Part 3), 813-844.

Bashir, S., Khwaja, M. G., Rashid, Y., Turi, J. A., & Waheed, T. (2020). Green brand
benefits and brand outcomes: The mediating role of green brand image. Sage

Open, 10(3), 2158244020953156.

Bekk, M., Sporrle, M., Hedjasie, R., & Kerschreiter, R. (2016). Greening the
competitive advantage: antecedents and consequences of green brand equity.

Quality & Quantity, 50, 1727-1746.

Bettman, J. R. (1973). Perceived risk and its components: A model and empirical test.

Journal of marketing research, 10(2), 184-190.

Blue, C. L. (1995). The predictive capacity of the theory of reasoned action and the
theory of planned behavior in exercise research: An integrated literature review.

Research in nursing & health, 18(2), 105-121.

Boldero, J. (1995). The prediction of household recycling of newspapers: The role of
attitudes, intentions, and situational factors 1. Journal of Applied Social

Psychology, 25(5), 440-462.

Borg, W. R., & Gall, M. D. (1989). Educational research and development. WR Borg,

& MD Gall (Eds), Educational research, an introduction. New York: Longman.

78



Bradley, J. C., Waliczek, T. M., & Zajicek, J. M. (1999). Relationship between
environmental knowledge and environmental attitude of high school students. The

Journal of environmental education, 30(3), 17-21.

Bryta, P. (2019). Regional ethnocentrism on the food market as a pattern of sustainable

consumption. Sustainability, 11(22), 6408.

Bui, M. H. (2005, March). Environmental marketing: A model of consumer behavior.
In Proceedings of the Annual Meeting of the Association of Collegiate Marketing

Educators (Vol. 20, No. 1, pp. 24-26). New Orleans.

Chan, R. Y. (2001). Determinants of Chinese consumers' green purchase behavior.

Psychology & marketing, 18(4), 389-413.

Chang, M. C., & Wu, C. C. (2015). The effect of message framing on pro-
environmental behavior intentions: An information processing view. British Food

Journal.

Cheah, C. M. (2009). A Study on Consumers' Green Purchasing Intention (Doctoral

dissertation, Universiti Utara Malaysia).

Chekima, B., Wafa, S. A. W. S. K., Igau, O. A., Chekima, S., & Sondoh Jr, S. L. (2016).
Examining green consumerism motivational drivers: does premium price and
demographics matter to green purchasing?. Journal of Cleaner Production, 112,

3436-3450.

79



Chen, K., & Deng, T. (2016). Research on the green purchase intentions from the

perspective of product knowledge. Sustainability, 8(9), 943.

Chen, M. F. (2009). Attitude toward organic foods among Taiwanese as related to
health consciousness, environmental attitudes, and the mediating effects of a

healthy lifestyle. British food journal, 111(2), 165-178.

Chen, S. C., Chen, H. H., & Chen, M. F. (2009). Determinants of satisfaction and
continuance intention towards self-service technologies. Industrial Management

& Data Systems, 109(9), 1248-1263.

Chen, Y. S. (2008). The driver of green innovation and green image—green core

competence. Journal of business ethics, 81, 531-543.

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green

satisfaction, and green trust. Journal of Business ethics, 93, 307-319.

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles of
green perceived value, green perceived risk, and green trust. Management

Decision, 50(3), 502-520.w

Chen, Y. S., Huang, A. F., Wang, T. Y., & Chen, Y. R. (2020). Greenwash and green
purchase behaviour: the mediation of green brand image and green brand loyalty.

Total Quality Management & Business Excellence, 31(1-2), 194-209.

80



Chin, T. A., Lawi, N. H. B. M., Muharam, F. M., Kohar, U. H. A., Choon, T. L., &
Zakuan, N. (2020). Effects of Green Brand Positioning, Knowledge and Attitude

on Green Product Purchase Intention. International Journal of Psychosocial

Rehabilitation, 24(1).

Cox, D. F., & Rich, S. U. (1964). Perceived risk and consumer decision-making—the

case of telephone shopping. Journal of marketing research, 1(4), 32-39.

D'souza, C., Taghian, M., & Lamb, P. (2006). An empirical study on the influence of
environmental labels on consumers. Corporate communications: an international

journal, 11(2), 162-173.

Dangelico, R. M., & Vocalelli, D. (2017). “Green Marketing”: An analysis of
definitions, strategy steps, and tools through a systematic review of the literature.

Journal of Cleaner production, 165, 1263-1279.

Danso, A., Adomako, S., Amankwah-Amoah, J., Owusu-Agyei, S., & Konadu, R.
(2019). Environmental sustainability orientation, competitive strategy and

financial performance. Business Strategy and the Environment, 28(5), 885-895.

Dhewi, T. S., Putra, I. W. J. A., & Wahyudi, H. D. (2018). The influence of green
perceived value and green perceived risk perceptions on the green product

purchase intention. KnE Social Sciences, 411-425.

Dowling, G. R. (1986). Managing your corporate images. Industrial marketing

management, 15(2), 109-115.

81



Febriyantoro, M. T. (2016). Pemikiran irasional para perokok. EKSIS, XI (2), 1907—

7513

Febriyantoro, M. T. (2020). Exploring YouTube Marketing Communication: Brand
awareness, brand image and purchase intention in the millennial generation.

Cogent Business & Management, 7(1), 1787733. 130-134

Febriyantoro, M. T., & Arisandi, D. (2019). The Role of Digital Marketing in
Improving Sales to SMEs in Dealing with ASEAN Economic Community.
Advances in Economic, Business and Management Research, 101(January 2017),

350-355

Felix, R., & Braunsberger, K. (2016). I believe therefore I care: The relationship
between religiosity, environmental attitudes, and green product purchase in

Mexico. International Marketing Review.

Fielding, K. S., & Head, B. W. (2012). Determinants of young Australians’
environmental actions: The role of responsibility attributions, locus of control,

knowledge and attitudes. Environmental Education Research, 18(2), 171-186.

Fishbein, M., & Ajzen, 1. (1974). Attitudes towards objects as predictors of single and

multiple behavioral criteria. Psychological review, 81(1), 59.

Fishbein, M., & Ajzen, 1. (1975). Belief, attitude, intention and behaviour: An

introduction to theory and research. Addison-Wesley.

82



Flavian, C., Guinaliu, M., & Torres, E. (2005). The influence of corporate image on
consumer trust: A comparative analysis in traditional versus internet banking.

Internet Research, 15(4), 447-470.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of marketing research,

18(1), 39-50.

Fransson, N., & Gérling, T. (1999). Environmental concern: Conceptual definitions,
measurement methods, and research findings. Journal of environmental

psychology, 19(4), 369-382.

Frick, J., Kaiser, F. G., & Wilson, M. (2004). Environmental knowledge and
conservation behavior: Exploring prevalence and structure in a representative

sample. Personality and Individual differences, 37(8), 1597-1613.

Fryxell, G.E., Lo, C.W., 2003. The influence of environmental knowledge and values
on managerial behaviours on behalf of the environment: an empirical examination

of managers in China. J. Bus. Ethics 46 (1), 45¢69

Garson, G. D. (2016). Partial least squares. Regression and structural equation models.

Gomez, P., Werle, C. O., & Corneille, O. (2017). The pitfall of nutrition facts label
fluency: easier-to-process nutrition information enhances purchase intentions for

unhealthy food products. Marketing Letters, 28, 15-27.

83



Gregg, D. G., & Walczak, S. (2008). Dressing your online auction business for success:

An experiment comparing two eBay businesses. Mis Quarterly, 653-670.

Ha, H. Y., & Janda, S. (2012). Predicting consumer intentions to purchase energy-

efficient products. Journal of Consumer Marketing, 29(7), 461-469.

Hair, J F; Hult, G. T M; Ringle, C M, & Sarstedt, M. (2017). A primer on partial least
squares structural equation modeling (PLS-SEM) (2nd ed.). Thousand Oaks, CA:

Sage.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.

Journal of Marketing theory and Practice, 19(2), 139-152.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural
equation modeling: Rigorous applications, better results and higher acceptance.

Long range planning, 46(1-2), 1-12.

Halme, M., & Korpela, M. (2014). Responsible innovation toward sustainable
development in small and medium-sized enterprises: A resource perspective.

Business Strategy and the Environment, 23(8), 547-566.

Hamzah, M. 1., & Tanwir, N. S. (2021). Do pro-environmental factors lead to purchase
intention of hybrid vehicles? The moderating effects of environmental knowledge.

Journal of Cleaner Production, 279, 123643.

84



Han, H. (2021). Consumer behavior and environmental sustainability in tourism and
hospitality: A review of theories, concepts, and latest research. Journal of

Sustainable Tourism, 29(7), 1021-1042.

Han, H., & Kim, Y. (2010). An investigation of green hotel customers’ decision
formation: Developing an extended model of the theory of planned behavior.

International journal of hospitality management, 29(4), 659-668.

Han, H., Hsu, L. T. J., & Sheu, C. (2010). Application of the theory of planned behavior
to green hotel choice: Testing the effect of environmental friendly activities.

Tourism management, 31(3), 325-334.

Harring, N., & Jagers, S. C. (2018). Why do people accept environmental policies?
The prospects of higher education and changes in norms, beliefs and policy

preferences. Environmental Education Research, 24(6), 791-806.

Haryanto, Budhi, and Santi Budiman. "The role of environmental knowledge in
moderating the consumer behavioral processes toward the Green products (survey
on the Green product-mind in Indonesian)." Review of Integrative Business and

Economics Research 4, no. 1 (2014): 203-216.

Hasan, Z.; Ali, N.A. The impact of green marketing strategy on the firms performance

in Malaysia. Proc. Soc. Behav. Sci. 2015, 172, 463—470.

Hasnah Hassan, S. (2014). The role of Islamic values on green purchase intention.

Journal of Islamic Marketing, 5(3), 379-395.

85



Henion, K. E., & Kinnear, T. C. (1976). Ecological marketing, American Marketing
Association’s (AMA’s) first national workshop on ecological marketing. Chicago,

IL: AMA.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2012). Using partial least squares path
modeling in advertising research: basic concepts and recent issues. Handbook of

research on international advertising, 252.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of

the academy of marketing science, 43, 115-135.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares
path modeling in international marketing. In New challenges to international

marketing (Vol. 20, pp. 277-319). Emerald Group Publishing Limited.

Heo, J., & Muralidharan, S. (2019). What triggers young Millennials to purchase eco-
friendly products?: the interrelationships among knowledge, perceived consumer
effectiveness, and environmental concern. Journal of Marketing

Communications, 25(4), 421-437.

https://sphweb.bumc.bu.edu/otlt/mph-
modules/sb/behavioralchangetheories/BehavioralChangeTheories3.html#:~:text
=The%20Theory%200f%20Planned%20Behavior%20(TPB)%20started%20as%

20the%20Theory,ability%20t0%20exert%20selt%2Dcontrol.

86



Huang, S. Z., Chien, F., & Sadiq, M. (2022). A gateway towards a sustainable
environment in emerging countries: the nexus between green energy and human

Capital. Economic research-Ekonomska istrazivanja, 35(1), 4159-4176.

Ismail, S., & Mokhtar, S. S. M. (2016). Linking attitude to actual purchase of herbal
product in Malaysia: The moderating role of perceived risk. Journal of Asian

Business Strategy, 6(2), 22-30.

Jain, S. (2021). Examining the moderating role of perceived risk and web atmospherics
in online luxury purchase intention. Journal of Fashion Marketing and

Management: An International Journal, 25(4), 585-605.

Juwaheer, T. D., Pudaruth, S., & Noyaux, M. M. E. (2012). Analysing the impact of
green marketing strategies on consumer purchasing patterns in Mauritius. World

Journal of Entrepreneurship, Management and Sustainable Development, 8(1),

36-59.

K. Peattie, M. Charter, Green Marketing, In Baker Michael (ed.) The Marketing Book,

Butterworth- Heinemann, Burlington, 2003

Kalsi, P. S., & Singh, I. (2019). Structural equation modeling (SEM) approach to
examine the linear influence inter-linkages of consumers’ green cognition, green
purchase attitude & green purchase intention on consumers’ green purchase

behaviour in urban Punjab. Int J Manag Stud VI, 1(3), 13-30.

87



Kang, J., Liu, C., & Kim, S. H. (2013). Environmentally sustainable textile and apparel
consumption: the role of consumer knowledge, perceived consumer effectiveness

and perceived personal relevance. International Journal of consumer studies,

37(4), 442-452.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based

brand equity. Journal of marketing, 57(1), 1-22.

Klockner, C. A. (2013). A comprehensive model of the psychology of environmental

behaviour—A meta-analysis. Global environmental change, 23(5), 1028-1038.

Ko, E., Hwang, Y. K., & Kim, E. Y. (2013). Green marketing'functions in building
corporate image in the retail setting. Journal of Business Research, 66(10), 1709-

1715.

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment

approach. International Journal of e-Collaboration (ijec), 11(4), 1-10.

Kollmuss, A., & Agyeman, J. (2002). Mind the gap: why do people act
environmentally and what are the barriers to pro-environmental behavior?.

Environmental education research, 8(3), 239-260.

Kothari, C. R. (2008). Research Methodology, Methods and Techniques, New Delhi:

New Age International Pvt.

88



Kotler, P, & Keller, K. L. (2016). Marketing Management 15th Global Edition.

England: Pearson Educationn Limited.

Kremer, F., & Viot, C. (2012). How store brands build retailer brand image.

International journal of retail & distribution management, 40(7), 528-543.

Kumar, P. K., & Anand, B. (2013). A study on consumer behavior towards eco-friendly

paper. Global Journal of Management And Business Research, 13(E1l), 9-14.

Lee, K. (2008). Opportunities for green marketing: young consumers. Marketing

intelligence & planning.

Lee, N., Choi, Y. J., Youn, C., & Lee, Y. (2012). Does green fashion retailing make
consumers more eco-friendly? The influence of green fashion products and
campaigns on green consciousness and behavior. Clothing and Textiles Research

Journal, 30(1), 67-82.

Lee, Y. K. (2017). A comparative study of green purchase intention between Korean
and Chinese consumers: The moderating role of collectivism. Sustainability,

9(10), 1930.

Lestari, E. R., Hanifa, K. P. U., & Hartawan, S. (2020, June). Antecedents of attitude
toward green products and its impact on purchase intention. In IOP Conference
Series: Earth and Environmental Science (Vol. 515, No. 1, p. 012073). 10P

Publishing.

89



Liao, Y. K., Wu, W. Y., & Pham, T. T. (2020). Examining the moderating effects of
green marketing and green psychological benefits on customers’ green attitude,

value and purchase intention. Sustainability, 12(18), 7461.

Lin, C. H. (2013). THE EFFECTS OF BRAND IMAGES ON PURCHASE

INTENTION IN CATERING INDUSTRY. Pakistan Journal of Statistics, 29(5).

Lin, J., Lobo, A., & Leckie, C. (2017). Green brand benefits and their influence on

brand loyalty. Marketing Intelligence & Planning, 35(3), 425-440.

Majeed, M. U., Aslam, S., Murtaza, S. A., Attila, S., & Molnar, E. (2022). Green
Marketing Approaches and Their Impact on Green Purchase Intentions: Mediating
Role of Green Brand Image and Consumer Beliefs towards the Environment.

Sustainability, 14(18), 11703.)

Martinez, P., Pérez, A., & Del Bosque, I. R. (2014). CSR influence on hotel brand

image and loyalty. Academia Revista Latinoamericana de Administracion.

Mateos-Aparicio, G. (2011). Partial least squares (PLS) methods: Origins, evolution,
and application to social sciences. Communications in Statistics-Theory and

Methods, 40(13), 2305-2317.

Menon, A., & Menon, A. (1997). Enviropreneurial marketing strategy: The emergence
of corporate environmentalism as market strategy. Journal of marketing, 61(1),

51-67.

90



Mishra, D. P., Heide, J. B., & Cort, S. G. (1998). Information asymmetry and levels of

agency relationships. Journal of marketing Research, 35(3), 277-295.

Mitchell, V. W. (1992). Understanding consumers’ behaviour: can perceived risk

theory help?. Management decision.

Mitchell, V. W. (1999). Consumer perceived risk: conceptualisations and models.

European Journal of marketing, 33(1/2), 163-195.

Mohd Suki, N. (2016). Green product purchase intention: impact of green brands,

attitude, and knowledge. British Food Journal, 118(12), 2893-2910.

Moslehpour, M., Chau, K. Y., Du, L., Qiu, R., Lin, C. Y., & Batbayar, B. (2022).
Predictors of green purchase intention toward eco-innovation and green products:

Evidence from Taiwan. Economic Research-Ekonomska Istrazivanja, 1-22.

Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green purchase
behaviour: the effects of environmental knowledge, concern and attitude.

International journal of consumer studies, 31(3), 220-229.

Mostafa, M. M. (2009). Shades of green: A psychographic segmentation of the green
consumer in Kuwait using self-organizing maps. Expert systems with

Applications, 36(8), 11030-11038.

91



Mourad, M., & Serag Eldin Ahmed, Y. (2012). Perception of green brand in an
emerging innovative market. European Journal of Innovation Management,

15(4), 514-537.

Muralidharan, S., La Ferle, C., & Sung, Y. (2017). Are we a product of our
environment? Assessing culturally congruent Green advertising appeals, novelty,
and environmental concern in India and the USA. Asian Journal of

Communication, 27(4), 396-414.

Naalchi Kashi, A. (2020). Green purchase intention: A conceptual model of factors
influencing green purchase of Iranian consumers. Journal of Islamic Marketing,

11(6), 1389-1403.

Naalchi Kashi, A. (2020). Green purchase intention: A conceptual model of factors
influencing green purchase of Iranian consumers. Journal of Islamic Marketing,

11(6), 1389-1403. (146-153)

Nagar, K. (2015). Modeling the effects of green advertising on brand image:
Investigating the moderating effects of product involvement using structural

equation. Journal of global marketing, 28(3-5), 152-171.

Nekmahmud, M., & Fekete-Farkas, M. (2020). Why not green marketing?
Determinates of consumers’ intention to green purchase decision in a new

developing nation. Sustainability, 12(19), 7880.

92



Newell, S. J., Goldsmith, R. E., & Banzhaf, E. J. (1998). The effect of misleading
environmental claims on consumer perceptions of advertisements. Journal of

Marketing Theory and Practice, 6(2), 48-60.

Nisson, C., & Earl, A. (2020). The theories of reasoned action and planned behavior.

The Wiley Encyclopedia of Health Psychology, 755-761.

Pagiaslis, A., & Krontalis, A. K. (2014). Green consumption behavior antecedents:
Environmental concern, knowledge, and beliefs. Psychology & Marketing, 31(5),

335-348.

Pallant, J. (2020). SPSS survival manual: A step by step guide to data analysis using

IBM SPSS. McGraw-hill education (UK).

Panda, T. K., Kumar, A., Jakhar, S., Luthra, S., Garza-Reyes, J. A., Kazancoglu, 1., &
Nayak, S. S. (2020). Social and environmental sustainability model on consumers’
altruism, green purchase intention, green brand loyalty and evangelism. Journal

of Cleaner production, 243, 118575.

Papadas, K. K., Avlonitis, G. J., & Carrigan, M. (2017). Green marketing orientation:
Conceptualization, scale development and validation. Journal of Business

Research, 80, 236-246.

Park, C. W., Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic brand concept-image

management. Journal of marketing, 50(4), 135-145.

93



Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using
theory of planned behavior and reasoned action. Journal of retailing and

consumer services, 29, 123-134.

Peattie, K. (1995). Environmental marketing management: Meeting the green

challenge: Financial Times Management.

Peattie, K. (2001). Towards sustainability: The third age of green marketing. The

marketing review, 2(2), 129-146.

Peattie, K. (2010). Green consumption: behavior and norms. Annual review of

environment and resources, 35, 195-228.

Peter, J. P., & Ryan, M. J. (1976). An investigation of perceived risk at the brand level.

Journal of marketing research, 13(2), 184-188.

Podvorica, G., & Ukaj, F. (2020). The role of consumers’ behaviour in applying green
marketing: An economic analysis of the non-alcoholic beverages industry in

Kosova. Wroclaw Review of Law, Administration & Economics, 9(1), 1-25.

Polonsky, M. J. (1994). Green Marketing Regulation in USA and Australia: The

Australian Checklist. Greener Management International, 44-52.

Pothitou, M., Hanna, R. F., & Chalvatzis, K. J. (2016). Environmental knowledge, pro-
environmental behaviour and energy savings in households: An empirical study.

Applied Energy, 184, 1217-1229.

94



Prakash, A. (2002). Green marketing, public policy and managerial strategies.

Business strategy and the environment, 11(5), 285-297.

Qomariah, A., & Prabawani, B. (2020, March). The effects of environmental
knowledge, environmental concern, and green brand image on green purchase
intention with perceived product price and quality as the moderating variable. /n
1IOP Conference Series: Earth and Environmental Science (Vol. 448, No. 1, p.

012115). IOP Publishing. (35,)

Raithel, S., Sarstedt, M., Scharf, S., & Schwaiger, M. (2012). On the value relevance
of customer satisfaction. Multiple drivers and multiple markets. Journal of the

academy of marketing science, 40, 509-525.

Ramli, Y., Asih, D., & Soelton, M. (2020). Green Marketing That Influence Customer
Purchase Decision Based On Their Behavior And Attitude. Jurnal Doktor

Manajemen (JDM), 3(1), 14-27.

Rashid, N. R. N. A. (2009). Awareness of eco-label in Malaysia’s green marketing

initiative. International journal of business and management, 4(8), 132-141.

Rashid, N. R. N. A., Jusoff, K., & Kassim, K. M. (2009). Eco-labeling perspectives

amongst Malaysian consumers. Canadian social science, 5(2), 1-10.

Rigdon, E. E. (2012). Rethinking partial least squares path modeling: In praise of

simple methods. Long range planning, 45(5-6), 341-358.

95



Ringle, C; Wende, S & Will, A. (2005). SmartPLS 2.0 (Beta). Hamburg. Retrieved

from www.smartpls.de

Rizwan, M., Aslam, A., ur Rahman, M., Ahmad, N., Sarwar, U., & Asghar, T. (2013).
Impact of green marketing on purchase intention: An empirical study from

Pakistan. Asian Journal of Empirical Research, 3(2), 87-100.

Roe, B., Teisl, M. F., Levy, A., & Russell, M. (2001). US consumers’ willingness to

pay for green electricity. Energy policy, 29(11), 917-925.

Roscoe, J. T. (1975). Fundamental research statistics for the behavioral sciences [by]

John T. Roscoe.

S., Wang, J., Wang, Y., Yan, J., & Li, J. (2018). Environmental knowledge and
consumers’ intentions to visit green hotels: The mediating role of consumption

values. Journal of Travel & Tourism Marketing, 35(9), 1261-1271.

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial least squares structural
equation modeling. In Handbook of market research (pp. 587-632). Cham:

Springer International Publishing.

Schiffman, L. G., & Kanuk, L. L. (1994). Consumer behavior (4th ed.). Englewood

Cliffs, NJ: Prentice-Hall

Scott, B. F., & Jobber, D. (2000). Environmentally responsible purchase behaviour: a

test of a consumer model. European Journal of Marketing, 34(5/6), 723-746.

96



Sedgwick, P. (2012). Pearson’s correlation coefficient. BMJ 345 (jul04 1): 4483.

Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S. K.
(2012). The impact of brands on consumer purchase intentions. Asian Journal of

Business Management, 4(2), 105-110.

Shamim, A., & Butt, M. M. (2013). A critical model of brand experience consequences.

Asia Pacific Journal of Marketing and Logistics, 25(1), 102-117.

Shang, D., & Wu, W. (2022). Does green morality lead to collaborative consumption
behavior toward online collaborative redistribution platforms? Evidence from
emerging markets shows the asymmetric roles of pro-environmental self-identity
and green personal norms. Journal of Retailing and Consumer Services, 68,

102993.

Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The theory of reasoned action:
A meta-analysis of past research with recommendations for modifications and

future research. Journal of consumer research, 15(3), 325-343.

Shmueli, G., & Koppius, O. R. (2011). Predictive analytics in information systems

research. MIS quarterly, 553-572.

Simao, L., & Lisboa, A. (2017). Green marketing and green brand—The Toyota Case.

Procedia manufacturing, 12, 183-194.

97



Smith, S., & Paladino, A. (2010). Eating clean and green? Investigating consumer
motivations towards the purchase of organic food. Australasian Marketing

Journal, 18(2), 93-104.

Srisathan, W. A., Wongsaichia, S., Gebsombut, N., Naruetharadhol, P., & Ketkaew, C.
(2023). The Green-Awakening Customer Attitudes towards Buying Green
Products on an Online Platform in Thailand: The Multigroup Moderation Effects

of Age, Gender, and Income. Sustainability, 15(3), 2497.

Suhartanto, D., Dean, D., Amalia, F. A., & Triyuni, N. N. (2022). Attitude formation
towards green products evidence in Indonesia: integrating environment, culture,

and religion. Asia Pacific Business Review, 1-21.

Suki, N. M. (2013). Young consumer ecological behaviour: The effects of
environmental knowledge, healthy food, and healthy way of life with the
moderation of gender and age. Management of Environmental Quality: An

International Journall.

Szabo, S., & Webster, J. (2021). Perceived greenwashing: the effects of green
marketing on environmental and product perceptions. Journal of Business Ethics,

171, 719-739.

Tan, C. S., Ooi, H. Y., & Goh, Y. N. (2017). A moral extension of the theory of planned
behavior to predict consumers’ purchase intention for energy-efficient household

appliances in Malaysia. Energy Policy, 107, 459-471.

98



Tang, Y., Wang, X., & Lu, P. (2014). Chinese consumer attitude and purchase intent

towards green products. Asia-Pacific Journal of Business Administration.

Tanner, C., & Wolfing Kast, S. (2003). Promoting sustainable consumption:
Determinants of green purchases by Swiss consumers. Psychology & marketing,

20(10), 883-902.

Tariq, M. L., Nawaz, M. R., Nawaz, M. M., & Butt, H. A. (2013). Customer perceptions
about branding and purchase intention: a study of FMCG in an emerging market.

Journal of Basic and Applied Scientific Research, 3(2), 340-347.

Taufique, K. M. R., Siwar, C., Chamhuri, N., & Sarah, F. H. (2016). Integrating general
environmental knowledge and eco-label knowledge in understanding ecologically

conscious consumer behavior. Procedia Economics and Finance, 37, 39-45.

Trumper, R. (2010). How Do Learners in Developed and Developing Countries Relate

to Environmental Issues?. Science Education International, 21(4), 217-240.

Van Dam, Y. K., & Apeldoorn, P. A. (1996). Sustainable marketing. Journal of

macromarketing, 16(2), 45-56.

Vanhamme, J., & Grobben, B. (2009). “Too good to be true!”. The effectiveness of
CSR history in countering negative publicity. Journal of Business Ethics, 85, 273-

283.

99



Verdilla, V., & Albari, A. (2018). Dampak Dimensi Ekuitas Merek Dalam Membentuk

Minat Beli Ulang. Jurnal Manajemen Maranatha, 17(2), 81-90.

Vicente-Molina, M. A., Fernindez-Sainz, A., & Izagirre-Olaizola, J. (2013).
Environmental knowledge and other variables affecting pro-environmental
behaviour: comparison of university students from emerging and advanced

countries. Journal of Cleaner Production, 61, 130-138.

Wang, H. J. (2017). Determinants of consumers’ purchase behaviour towards green

brands. The Service Industries Journal, 37(13-14), 896-918. (86-96)

Wang, L. (2022). Determinants of consumers purchase attitude and intention toward

green hotel selection. Journal of China Tourism Research, 18(1), 203-222.

Wang, L. H., Yeh, S. S., Chen, K. Y., & Huan, T. C. (2022). Tourists’ travel intention:
Revisiting the TPB model with age and perceived risk as moderator and attitude

as mediator. Tourism Review.

Wang, L., Weng Wong, P. P., & Elangkovan, N. A. (2020). The influence of religiosity
on consumer’s green purchase intention towards green hotel selection in China.

Journal of China Tourism Research, 16(3), 319-345.

Wang, L.; wong, P.P.W.; Elagas, E.N. Antecedents of green purchase behaviour: An
examination of altruism and environmental knowledge. Int. J. Cult. Tour. Hosp.

Res. 2020, 14, 63-82.

100



Wang, Y. H., & Tsai, C. F. (2014). The relationship between brand image and purchase
intention: Evidence from award winning mutual funds. The international journal

of business and finance research, 8(2), 27-40.

Wasaya, A., Saleem, M. A., Ahmad, J., Nazam, M., Khan, M. M. A., & Ishfaq, M.
(2021). Impact of green trust and green perceived quality on green purchase
intentions: A moderation study. Environment, Development and Sustainability,

23(9), 13418-13435.

Webb, D. J., & Mohr, L. A. (1998). A typology of consumer responses to cause-related
marketing: From skeptics to socially concerned. Journal of public policy &

marketing, 17(2),226-238.ch

Welford, R. (Ed.). (2013). Hijacking environmentalism: Corporate responses to

sustainable development. Routledge.

Witek, L., & Kuzniar, W. (2020). Green Purchase Behavior: The Effectiveness of
Sociodemographic Variables for Explaining Green Purchases in Emerging

Market. Sustainability 2021, 13, 209.

Wold, H. (1982). Soft modelling: the basic design and some extensions. Systems under

indirect observation, Part I, 36-37.

Wu, K. S., Huang, D. M., & Teng, Y. M. (2013). Environmental concerns, attitudes
and behavior intention toward patronize green restaurant. Life Science Journal,

10(3), 2329-2340.

101



Wu, P. C., Yeh, G. Y. Y., & Hsiao, C. R. (2011). The effect of store image and service
quality on brand image and purchase intention for private label brands.

Australasian Marketing Journal, 19(1), 30-39.

Xu, X., Wang, S., & Yu, Y. (2020). Consumer’s intention to purchase green furniture:
Do health consciousness and environmental awareness matter?. Science of the

Total Environment, 704, 135275.

Yadav, R., & Pathak, G. S. (2016). Young consumers' intention towards buying green
products in a developing nation: Extending the theory of planned behavior.

Journal of Cleaner Production, 135, 732-739.

Yadav, R., Kumar Dokania, A., & Swaroop Pathak, G. (2016). The influence of green
marketing functions in building corporate image: Evidences from hospitality

industry in a developing nation. [International Journal of Contemporary

Hospitality Management, 28(10), 2178-2196.

Young, W., Hwang, K., McDonald, S., & Oates, C. J. (2010). Sustainable consumption:
green consumer behaviour when purchasing products. Sustainable development,

18(1), 20-31.

Yusof, J. M., Musa, R., & Rahman, S. A. (2012). The effects of green image of retailers
on shopping value and store loyalty. Procedia-social and behavioral sciences, 50,

710-721.

102



Zainudin, N. (2013). Attitudes Towards Energy Efficient Products: The Influence Of

Eco-Literacy And Social Influence. Wcik E-journal of Integration Knowledge.

Zameer, H., Wang, Y., & Yasmeen, H. (2020). Reinforcing green competitive
advantage through green production, creativity and green brand image:

implications for cleaner production in China. Journal of cleaner production, 247,

119119. 64,

Zhang, B., & Kim, J. H. (2013). Luxury fashion consumption in China: Factors

affecting attitude and purchase intent. Journal of retailing and consumer services,

20(1), 68-79.

Zimon, D., Madzik, P., & Domingues, P. (2020). Development of key processes along

the supply chain by implementing the ISO 22000 standard. Sustainability, 12(15),

6176.

Zsoka, A., Szerényi, Z. M., Széchy, A., & Kocsis, T. (2013). Greening due to
environmental education? Environmental knowledge, attitudes, consumer
behavior and everyday pro-environmental activities of Hungarian high school and

university students. Journal of cleaner production, 48, 126-138.

103



APPENDICES

104



Appendix A: Questionnaire

This academic project is concernad with l:he gffects of Ervironmentz! Knowledge, Gresn
brand Image, and Attitude towards Green Products on Purchase Intention: The moderating
role of Perceived Risk Taking the time to complete the questionnaire is vitally important and
your contribution is highly appreciated. Your responzes will remain anonymous and be
treated in the strictest of confidence. There are no right or wrong answers; what really
matters is your honest opinion. Thank you very much for your help.

01: Please read the following parzsgraph and then indicate the extent to which you agree or disagree with the
related statements. (Flease tick only one box per ling

Slightly | Meither | Slightly

Strangh Disagree | Disagree ree Strangly

SENEY | Disagren B 8 8 ngree | *TOnE

Disagree noe Agree
Agree

1| I know that | buy products and packages
that are ervironmentzlly safe.

2|1 know more sbout recyding than the
AVETIEE PErSON.

3| 1 know how to select products and
packages that reduce the amount of
waste ending up in landfills.

4 | |understand the emironmental phrases
and symbols on the product package.

5 | 1am very knowledgeable about
enwironmeantal issues.

02: Please read the following paragraph and then indicate the extent to which you agree or disagree with the
related statements. (Flease tick only one box per ling

serongly | Disagree | Slighty | merher | Slightly [ fgree | Strongly
Disagres Disagree | Disagree | Agres Agres
niar
hgres

1| The brand is regarded as the best
benchmark for environmental
commitmeants.

2 | The brand is professional about its
environmeantal reputation.

3 | The brand is successful in environmental
performance.

4 | The brand is well-established in
environmeantal concemn.

5 | The brand is trustworthy about
environmental promises.
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03: Please read the following parzgraph and then indicate the extent to which you agree or disagres with the
related statements. [Flease tick only one box per ling|

Strangly | Disagree | Slightly Neither Elightly | Agres | Strangly
Disagres Dizagree | Disagree Agres Agres
nar Agree

1 | Environmental protection is
important 1o me when making
product purchases.

2 | I belizve that green products
help to reduce pollution |water,
air, etc.)

3 |1 believe that greem products
help to sawve nature and s
TESOUICES.

4 | Given & choice, | owill prefer
graen product oVEr
corventional product.

04: Please read the fiollowing paragraph and then indicate the extent to which you agree or disagres with the
related statements. [Flease tick only one box per ling|

Disagree Sheeitheer Agres
Etrangly 8 Elightly Disagree Elightly 8 Etrangly
A
Msagree Msagree Agres Agres
8 B rar Agree 8 B

1 | There is a chance that there will
be zomething wrong with the
environmental performance of
this product.

2 | There is a chance that this
product will not work properly
with respect to its environmental
design.

3| Thers is 3 chance that using this
product will negatively affect the
Envircnment.

4 | Using this product would damags
Your green reputation or imaga.
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05: Please read the following paragraph and then indécate the extent to which you agree or disagree with the
related statemants. {Flease tick only ane bo perline

Steosty | Disapres | Sigstly | Malee Slggstly | A EOTE ]
IO sy driagrae | Agraw res | dggtesa Ayrawv
DN s

1| Due ta its environmenital conoems, |
will try 1o purchase green products.
2| 1 plan 1o purchzse this product because
of its eca-friendly performance
2| Vinkeno bo purdhaee this proouct
because of ks environimendal
periormance.
4| 1am happy to purdhase thase
products becaise of their eoo
frienid liness.

willl caollect and cormprehend
informatian about eco-friegncly
products
&| 1 will purchase eco-friendly products
e | reped i buer 3 groen produdt
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0E: Fleass answaer The following guestions:

6. 1) Eendar

1 Male |:|
1 Female D

06.2) Age

06.3) Highest Educationad Degrec

1 Primary School

I Secondary Schoal

1 =igh Natkonal Diplcima
4. Bachelor's Degroe

5. Master's Degroe

oooo o
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0E.4) Manthly Income
L up o prilnimum wWage
2. minimum wage

1. 175" minimum wage
4. *minimum wage

5. mare tham 2*minimum wage

00O dbn

06.5]) What 15 your ecoupabion?
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Appendix B: Software Outputs/ Structural Equation Modeling

Minimum wage
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Descriptive Analysis
Gender
Frequency Percent
Male 126 56.3
Female 91 40.6
Total 217 96.9
Missing 7 3.1
Total 224 100
Age
Frequency Percent
18-25 years old 110 49.1
26-33 years old 66 29.5
34-41 years old 16 7.1
42-49 years old 5 2.2
50+ years old 13 5.8
Total 210 93.8
Missing 14 6.3
Total 224 100.0
Education
Frequency Percent
Secondary school 8 3.6
High National Diploma 29 12.9
Bachelor’s degree 82 36.6
Master’s degree 69 30.8
PhD 29 12.9
Total 212 96.9
Missing 7 3.1
Total 224 100
Income
Frequency Percent
- 51 22.8
Up to minimum wage
50 22.3



1.25*minimum wage 40 17.9
2*minimum wage 25 112

32 14.3
More than 2*minimum
wage
Total 198 88.4
Missing 26 116
Total 224 100.0
Occupation

Frequency Percent

Student 139 62.1
RA and TA Assistant 16 7.1
Engineer 3 1.3
Doctor 6 2.7
Business Man/Woman 11 4.9
Lawyer 2 0.9
Manager 14 6.3
Employee 27 12.1
Academic 6 2.7
Total 224 100.0

Correlation Analysis

Correlations
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Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214
Pearson Correlation 607" 592" 760™ .356™ 1
GPI_Mean  Sig. (2-tailed) .000 .000 .000 .000
N 214 214 214 214 214
**_Correlation is significant at the 0.01 level (2-tailed).
Measurement model
Constructs Items Outer Cronbach’s Composite AVE
Loading Alpha Reliability
ATT ATT1 0.795 0.814 0.823 0.639
ATT2 0.783
ATT3 0.801
ATT4 0.817
EK EK1 0.713 0.850 0.893 0.627
EK2 0.772
EK3 0.860
EK4 0.815
EK5 0.792
GBI GBIl 0.780 0.872 0.907 0.662
GBI2 0.813
GBI3 0.850
GBI4 0.846
GBI5 0.776
GPR GPRI1 0.858 0.904 0.933 0.776
GPR2 0.898
GPR3 0.894
GPR4 0.874
GPI GPI1 0.801 0.891 0.917 0.648
GPI2 0.833
GPI3 0.848
GPI14 0.772
GPI5 0.779
GPI6 0.794
Discriminant Validity (Fornell-Larcker criterion)
ATT EK GBI GPR GPI
ATT 0.799
EK 0.602 0.792
GBI 0.589 0.671 0.814
GPR 0.268 0.428 0.317 0.881
GPI 0.775 0.611 0.597 0.356 0.805
Heterotrait-Monotrait Ratio (HTMT)
ATT EK GBI GPR GPI
ATT
EK 0.710
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GBI 0.696 0.776
GPR 0.290 0.486 0.375
GPI 0.889 0.699 0.673 0.397

Structural Model

Collinearity Statistics

ATT EK GBI GPR GPI

ATT 1.738
EK 2.254
GBI 2.018
GPR 1.226
GPI

The Results of the Proposed Relationships
Path Path Coefficient P value
ATT - GPI 0.599 0.000
EK - GPI 0.156 0.021
GBI - GPI 0.140 0.045
Moderation test results
Hypothesis Moderator B P-value Decision
H4 Att xGPR—PI -0.08 0.08 Not Supported

Notes - Att: Attitude towards green products; GPR: Green Perceived Risk; Pl: Purchase Intention

Hypotheses Testing

Hi Environmental knowledge has a significant and favorable effect | supported
on green purchase intention.

H2 | Green brand image has a significant and positive favorable on | supported
green purchase intention.

H3 | Attitude towards green products has a significant and favorable | supported
effect on green purchase intention.

H4 | Green perceived risk does not have a significant effect on green | Not
purchase intention. supported
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